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BUSINESS 
Stands Against War 


This message is ap- 
pearing in all McGraw: 
Hilindustrial and 
business publications, 
reaching over a million 
readers. 


Let us take a clear-eyed look at this thing we call War. 


\ \ J AR is a political tool for domination or 

suppression; a device of futility—unless it 
be waged in defense of our homes, our property or 
our rights—in the preservation of our liberty. War 
destroys everything it touches. So completely does 
it disrupt the order and progress of civilization that 
humanity falters. 


Dangerously widespread amongst our people 
today is the assumption that our participation in the 
European War is inevitable. Some mistrust the tem- 
per and program of the federal government as likely 
to lead us into it; others fear that our sympathies 
will make us an easy prey to the propagandists; still 
others suspect that business and industry, in a blind 
greed for profits, may involve us in the conflict. 


To give credence to such beliefs is to deny that 
we are normal individuals, endowed with intelli- 
gence and a will, or the ability, as a people, to profit 
by our own experience. In all human experience, 
death only is inevitable. 


To say that Industry and Business want war or 
will encourage, directly or indirectly, our participa- 
tion in the present war, is a vicious and deliberate lie. 


The millions of us who, since the World War 
twenty-five years ago, have devoted all our efforts 
and energies to creating and building and improving 
that which we know today as American Industry and 
Business, are convinced that the destiny of this 
country can be wrought only in peace. We cannot, 
and must not, stand aside and watch even the little 
progress we have made since that war sacrificed to 
the pestilence of another world conflict. We who 
are trying to build a lasting heritage for those who 
will follow us truly know that “there never was a 


good war or a bad peace”. 


Perhaps it is time to re-emphasize two of the 
three elements of our democratic faith, so simply 
stated by Abraham Lincoln, “that government of the 
people, by the people, for the people, shall not perish 
from the earth”. Now, of all times, it will be wise 
to inform our political stewards that government 
by the people and for the people must be the guiding 
principle in what they do during the days to come, 
and that it is our wi// that in our country peace 
shall be preserved. 


Only the grim and solitary courage of each of us, 
the determination to exert all our intelligence, all 
our individual influence in every way, can insure the 
preservation of peace for our country. 


Preparedness we know to be the most effective 
preventive weapon against the threat of war. We 
must be certain, therefore, that we provide our air, 
land and sea forces with the best in armaments and 
material, in adequate supply to maintain properly 
and impressively our national responsibilities and 
defense. 

Most important is that we as individuals, thus 
inspired, band together to exert the full strength 
of Industry and Business in the maintenance of 
peace. 

If we are to succeed, we must be forceful, we 
must be articulate. To that purpose we pledge our- 
selves and the resources of our publications. An 
expression from*our readers will greatly assist in 
such a mobilization of industrial opinion. Together, 
in this critical time, we can serve America well! 
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Powerful, Full-Page Magazine Advertising 
Will Spread The News To Your Customers! 


® Smashing full-page advertisements in leading national 
magazines . . . The Saturday Evening Post, Collier's, Life 
and Esquire with a combined circulation of nearly 
9,000,000 .. . will flash the news of the new Gillette 
Kumpakt and the new low price of the Gillette Deluxe to 
your customers. These hard-selling advertisements will 
appear one after another throughout the whole Christmas | 
selling season . . . right when demand is greatest for elec- | 
tric razors. Be sure you have both of these fine precision , 
shavers in stock and on display. Make the most of this i a | 
great profit-building opportunity! 
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few other washer dealers will hear this fall. And look 

at all the other cups! No wonder Maytag dealers are 
increasing their lead in sales and in profits. If you'll 

permit, we'd like to add one more medal to our chests, 

for always delivering what we promise to you in adver- S&F 
tising. Good advertising, plus right products, is our — 
system. It works. Get in on it! Write us today. The 

Maytag Company, Newton, lowa. 


NE just look at that cup! That's good news 
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| iong ist the ele range 


evidences a _ very 


serious intention of “scrap- 

ing wha gentlemen's agree 
en there v have existed to be 
polite to competition, and to abandon 
its role of “Alphonse” to the gas in 


dustry’s “Gasto1 
1 


This about-face has no doubt beet 


ccasioned by its belated discovery 
that GASton has for years been ac- 
cepting — the Electrical Alphonse’s 


polite “After you, my dear Gaston,” 


and has taken hundreds of thousands 


of sales while the electric folks have 


leaning so far backward as t 
been going on 


about electric 


been 
miss what has 

In magazine articles 
range campaigns—in trade paper ad 
literature in 
er consumption, the 


vertising and even in 


tended for consun 


sweet spirit charity has tempered 
the claims that might justly have been 
made for superior method of meal- 


getting and the electric range has 


implied damnation of 
its own progenitors. 
Our Lord, 1940 prom- 
if a new day” and the 
new order of things in 
erchandising 


received the 
faint praise by 
rhe yeal 
ises “the dawn 
beginning Ia 


electric range 


A COMPARISON OF THE EFFICIENCY OF 
[GAS AND ELECTRIC HEATING PERFORMANCE 


Amt. Minutes % 
Equiv. of 50° to Heat Heat- 
Watts Water to 207° ing Ef. 
Gas range 31 
Small burner 3,400 | pt. 3.53 24.0 
1 qt. 6.10 28.0 
2 qts. 10.37 33.1 
gal. 10.04 366 
Large burner 4,400 | pt. 3.08 20.9 
1 qt. 497 25.5 
2 qts. 8.43 29.8 
| gal. 1400 37 
Simmer burner . | ,400 gal. 19.38 47.5 
Gas range 32 ” 
Simmer burner 650 1 qt. 22.06 39.9 
3,000 2qts. 9.59 40.3 
3,400 2 qfts. 8.88 37.5 
Electric range 3! 
1200 I qt 892 53.7 
1300 I qt 814 544 
2,100 1 pt. 3.93 35 
1 qt. 5.83 47.1 
2 qts 9.21 59.5 
1 gal. 15.28 71.7 
Electric range 22 
1,200 | qt. 8.97 53.7 
2,000 2aqts. 11.68 49.4 
Electric range 23 
1,200 1 qt. 12.45 38.5 
2,000 2 qts. 13.74 41.7 


No longer can the argument that it heats more 
quickly be advanced in favor of the gas range. 
These side-by-side laboratory tests tell the story. 
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ROUND CAKES 


Twenty-five degrees difference in heat has 
caused this round cake to be peaked and 
cracked—difficult to ice nicely—and overly 
browned, something you cannot see in the 
photograph. It has suffered a loss in volume 
of one-third, and if you bit into a piece, it 
would taste much drier than standard cake. 


The Pollyannas who have so cau- 
tiously and so courteously avoided say- 
ing or doing anything that might hurt 
or annoy their brothers in the great 
fraternity of cooking device purvey- 
that their “gentle- 
men’s agreement” to play pretty has 
been 


ors have learned 


cast aside as a mere scrap of 
conversation. 

For years, accustomed to selling the 
beauty and cleanliness of the electric 
range by odiously contrasting its 
gleaming white porcelain to the un- 
loveliness of the gas stove’s cast iron 
and Japanned finish, the electric range 
salesman now discovers that the gas 
folks have deprived him of his am- 
munition. 
gleam for 
And for the customer 
taste inclines toward the rococco, some 


The gas stove can swap 


gleam with the electric 


range. whose 
as decorative as 
the automatic nickel-in-the-slot phono- 
graph in Dugan’s Narcissus Cocktail 
Lounge 

Up to now Missus Joe Doak, house- 
wife, living at the Southwest corner of 
Goose and Spruce Streets and sadly in 
need of some kind of a cooking 
apparatus has been more acutely dis- 


gas stove models are 


new 


tressed by the necessity of listening 
to rival gas and electric salesmen than 
by the poor performance of her old 
stove. 

“The electric range is CLEAN’— 
salesman Alphonse. 

“But, Missus Doak,” says GASton, 
“You don’t wanna buy that thing. It’s 
SLOW. It takes fifteen minutes to 
boil a gallon of water.” 

“T don’t WANT to boil water,” re- 
plies the harassed prospect. “I want 
to get meals in a cool kitchen and Mr. 
\lphonse says the electric range is 
COOL.” 


Says 


SQUARE CAKES 


The recipes in these two layer cakes were identical: | cup shortening; 2 cupi 
sugar; 3 cups flour; 4 eggs; 4 tsp. baking powder; | cup milk; tsp. vanilla. One 
was baked 50 minutes at 375 degrees. The second was given the same time # 


400 degrees. 
the cracking! 


“Would you be interested to know, 
Madam,” counters GASton, “that my 
aunt used to have an electric stove 
and that they kicked it out six years 
ago and put in a gas stove because it 
cost so much to run?” 

“But My dear GASton,” interrupts 
\lphonse, “the electric range is elec- 
tric-welded. It’s built like a sky- 
scraper.” 

So fearful that he might say some- 
thing derogatory to the gas stove, the 
electric range salesman has lost liter- 
ally millions’ of sales he might have 
had, by failing to refute competitive 
misstatements. He has clung to his 
“ethics” and sought to avoid argument 
by changing the subject from contro- 
versial matters and to distract his pros- 
pects by talking about gimmricks and 
gadgets. 

She is distracted, indeed. To the 
extent that the average woman in the 
unaware that there is any 
difference in use-value between the 
gas stove and the electric range. 

Electric range manufacturers are 
now “fixin’”’ to do something about it. 
They are convinced that the bombard- 
ment of enemy territory with peace 
propaganda is no way to win a war 
with an opponent that uses a more 
lethal ammunition. 

\ series of experiments conducted 


home is 


OCTOBER, 


See what a difference 25 degrees makes. 


Sellin 


Note the shrink and 


by two very astute home economist 
has resulted in what has alread 
proved to be a most effective ne 
approach to electric cookery selling— 
an approach that the entire industry 
bound to manner 
presenting the advantages of electri 
cookery that no amount of pseudo- 
scientific twaddle can offset. 

The whole story is wrapped aroun 
the story of MEASURED HEAT. I: 
is a story, told in language that every 
woman can understand; a story of th 


discover as a 


advantage enjoyed by everyone wh 
cooks electrically. 

To get the perspective necessary t 
appreciate the significance of thei: 
work, let us consider American cook- 
ery—past, present and future. 

Cookery in the “good old days’ 
fond memory was very much the sam 
as it is today, with the exception that 
results today, due to cause we wil 
enumerate, are uniformly higher that 
in the dear, dead days of our grand 
mothers. 

Also, the percentage of “born cook-’ 
is today about the same as it was 
the past. About three out of om 
hundred women (or men) have th: 
natural artistic sense of proportion i! 


combining edibles and seasonings that 


enables them to cook “by ear’—1 
without specific direction. 
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MEASURED HEAT 


>titgean Offer No Substitute to This Prime of the Electric Range Superiority 
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CUSTARDS 


Good and bad results from the identical recipe may be had with custards if your 
heat is uncontrolled. On the right we see two perfect specimens cooked | hour at 


350 degrees from a cold start oven. 


At the left are watery, grainy custards, full of 


holes, nearly half liquid—all as a result of “missing the boat" by only 35 degrees! 


Grandma used to add a “pinch” of 
salt—a “dash” of this or a “squinch” 
of that. Long practice and a natural 
instinct concerning timing and tem- 
peratures kept grandma’s batting av- 
erage up near the top. She had “good 
luck” most of the time, as did one or 
two others out of each one hundred of 
her contemporaries. Each community 
had two or three good cooks whose 
neighbors looked up to them in private 
ind talked about their “luck” in public. 

Their “re-ceets” were guarded jeal- 
ously and treasured by those lucky 
enough to get them. However, “Miz 
Smith’s” use of “Miz Jones’” formula 
ior concocting a Lady Baltimore cake 
rarely resulted in a product for which 
either “Miz Jones” or Lady Baltimore 
vould accept responsibility. 

“Re-ceets” were inaccurate, for 
“pinches,” “squinches” and “dashes’’ 
were not standardized. As a matter 
if fact, the “teaspoon” (1 fl. dram) 
ind the “tablespoon” (4 fl. oz.) as 
inits of measurement have been stand- 
rd for but a comparatively few years. 

The cook stove and its predecessor, 
he “Dutch Oven” had no method of 
temperature determination or control. 
rhe various flame type stoves burning 
kerosene, gasoline and gas offered lit- 
tle if any improvement in these fea- 
tures. At best grandma had to depend 
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upon guesswork. A “Quick Oven” or 
a “hot” fire were terms subject to 
whatever interpretation the cook chose 
to put upon them. Such celebrities as 
Mrs. Rohrer, Henrietta Calvin, and 
many another “authority” of a gener- 
ation ago, solemnly advised their read- 
ers to “make up a thick batter”’—to 
“add a touch of pepper”’—to “bake 
in a slow oven” or “season to taste.” 

The wonderful work done by the 
home economists of the past 
and a half in standardizing measure- 
ments, temperatures, timing and prac- 
tices in food preparation, has resulted 
in a whole library of excellent treatises 
on cookery and untold numbers of 
splendid cook books. Cook books that 
leave nothing to guesswork and imagi- 
nation. For every modern recipe calls 
for given ingredients measured accu- 
rately, combined in a measured man- 
ner, cooked or baked for a measured 
time at a measured temperature. 

These recipes have been tested in 
laboratories where facilities for this 
accurate measurement of ingredients, 
combination, time and temperatures 
are available. 

Every housewife has or can easily 
secure measuring spoons and cups. She 
can follow directions for combining 
the ingredients, she has a kitchen clock 
or can use Junior’s wrist watch. But 


decade 
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DRESSING 


The test of a cooked salad dressing is how it sticks to a wooden spoon. These two 
batches, made from the same recipe, illustrate what a difference a few degrees 


SALAD 


make. 


The one on the right was cooked 15 minutes on 3rd speed; on the left is a 


panful cooked 10 minutes at high speed—and as a result is curdled and lumpy 


—how can she know about the tem- 
perature? 

There, gentle reader, is the well 
known rub. For flame type stoves 
only approximate the temperatures 
called for by most standard recipes. 

That so little as twenty-five degrees 
of variation from the temperature 
called for can result in a vastly in- 
ferior product is graphically shown in 
the pictures which this 
article. 

When it is understood that only the 
controlled heat of the electric. range 
can give the exact temperature a 
recipe calls for, and when one real- 
izes how little a variation from that 
heat is necessary to turn an otherwise 
perfect product into a failure, the elec- 
tric range salesman finds himself with 
a new and powerful selling advantage 
that no drool and drivel about “high 
and break 


accompany 


cost” ‘slow speed” can 
down. 

In talking “Measured Heat” the 
electric range salesman talks of some- 
thing his prospect knows about. He 
is talking about something he can 
demonstrate. 

Measured Heat—in the oven or on 
the surface units with their five exact 
speeds that are unaffected by any 
kind of “pressure”—is just that— 
measured heat. 


On the surface it means no pot- 
watching—for products do not boil 
over when just the amount of heat 
needed for a given cooking job is 
measured into the unit. 

It means jelly-making, deep-fat-fry- 


ing, cereal cooking, stewing, pot- 
roasting, candy making, without over- 
heating. 


Cream. sauces as smooth as velvet 
—souffles as light as thistledown— 
Any recipe calling for measured in- 
gredients, measured time and—most 
important—MEASURED HEAT can 
be produced with uniformly perfect 
results with the only cooking device 
that actually measures the heat—the 
electric range. 

Would the average young man ven- 
ture into matrimony as blithely as he 
does if he knew that the chances are 
more than thirty to one against his 
winning a bride who can really cook? 

We think not. But the bride of 
1940—yes the bride of last year or 
of twenty years ago for that matter— 
can now equal the culinary achieve- 
ments of her gifted sisters—the “born 
cooks.” For now the difference be- 
tween the achievements of a “born 
cook” and those of anyone who can 
read a standard recipe is the differ- 
ence between “guessing” at tempera- 


tures, and—MEASURED HEAT. 
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Here was a telling message driven home with a touch of humor. 


ONE WEEK THE 


+ 


The floor is covered with the 


bricks of insulating material with beveled edges in varying shades of red which are laid sepa- 


rately. 
bright colors are reflected. 


can produce as much cold as |,050 ibs. of ice!"’, 


And the little figures stand on a pool of shiny black-lacquered wall board in which their 
The wording on the pile of ice reads: “In one week the Kelvinator 
capped by the window card which adds—''never 


any worry about food spoilage—even in the hottest weather.’ 


Human interest tells the story of ‘plenty of ice cubes" in a way which the passerby will not 


care to miss. 


one spot located back of the refrigerator. 


Here is effective use of stage materials and cutouts in a background which is never- 
theless entirely subordinate to the gleaming food-filled refrigerator. 
with an element of timeliness in its hot weather appeal. 


This is a summer window, 
Light comes from the front and from 


The cutouts of delphiniums, birch trees and modern 


house used here Mr. Johnson has combined at other times with other settings in a way which 


produces an entirely new effect. 


Powers 
Company well 

known for its attractive windows. 
People drive by 


N Portland, Oregon, the 
Furniture 


periodically to see 
what they have on display, much as 
they go sightseeing at Christmas to 
see the outdoor Christmas trees and 
home illumination. J. Walter Johnson, 
designer of the windows is known far 
beyond Portland. 
tional 


He has won a na- 
reputation for the dramatic 
beauty nad telling sales value of his 
creations, as his unique collection of 
medals and cups will testify. 

We present herewith some of the 
samples of his art. They are not all 
alike and they do not represent all the 
types of windows which he designs, 
but they suggest some of the ways 
in which he obtains his effects. 

First and foremost, he uses his 
windows to present a selling point. 
This need not be elaborately ex- 
plained; after all, the merchandise 
itself is present and does its own ex- 


plaining up to a certain point. More- 
over, the window is not expected to 
make the complete sale. That is up 
to the salesman inside the store. What 
it is supposed to do is to catch the 
attention and arouse sufficient inter- 
est and desire to bring the prospect 
within the radius of the salesman’s 
activities. 

Nor is that sales argument confined 
to attracting attention to a reduced 
price. That is a subject which can 
be presented through other mediums, 
whereas the store window with its 
stagelike setting can be used to 
dramatize the values inherent in the 
appliance itself. In many respects the 
art of window decoration is similar 
to that of stage setting. And not the 
least of the points of resemblance is 
that it is intended to be a background 
against which the characters of the 
play will stand out, the hero of the 
play in this case being always the 
merchandise. This means that the 


A touch of humor will always catch the attention for long enough to decipher the message, which, 
in this case, was the importance of year-round refrigeration in Portland. 
window and though relying on humor for its appeal was a strikingly effective picture in itself 
Mr. Johnson used cutout figures in his windows even in the early days, long before he had seen 

“It's always summertime in 
is a year around necessity in Oregon,"’ reads the window card. 


them adopted elsewhere. 


This Christmas window conveys the message that Kelvinator appliances will make 
gifts, practically without any reading matter at all. 


particularly effective with the white equipment. 
cornflakes make the snow. 
and red. 


Color comes in the cellophane and fruit. 
Santa is dressed as a chef in white. 
Light comes from a single spot in the lower left hand corner and from the overhead 


It was frankly a winter 


our kitchen—Kelvinator electric refrigerator 


ood Christmas 
as been used, 


Here a black background 
Bleached 
The Christmas wreath is in white 


500-watt drop fixture concealed in an |8-in. tubular curtain of black material which extends from 


the ceiling to within a few inches of the central figure. 


design of the window, however intri- 
cate and interesting, shall never in- 
trude itself to attract interest away 
from the appliance on display, but 
shall always carry attention toward 
it. 

This is one of the reasons why Mr. 
Johnson uses black so much in his 
backgrounds. Another is that para- 
doxically black is one of the most 
striking and positive of colors, partic- 
ularly as it offers its contrast to the 
gleaming white of electrical equip- 
ment. Black also blots out the cor- 
ners and angles and gives a sense of 
space. By covering the source of 
light with the same black filler mate- 
rial which is used for walls and floor, 
they can be made entirely invisible, 
permitting a variety of effective con- 
trasts. Black threads can be sus- 
pended from the ceiling to support 
cutout slogans in mid air. One of 
Mr. Johnson’s favorite practices is to 
utilize a spotlight dropped from the 


Windows are 8 ft. 3 in. high, 20 ft. wide. 


ceiling to within a few inches of the 
appliance to be illuminated. This is 
surrounded by a cylindrical shade oi 
the same filler material as the back- 
ground and is completely invisible, so 
that the objects stand out in brilliant 
colors, without any of the mechanics 
of the light source being intruded on 
the spectator’s attention. Footlights 
concealed below the level of the win- 
dow frame and spotlights mounted 
out of sight at the side or overhead 
vary the possibilities. Except where 
light itself is the object on display, as 
when lamps are featured, the light 
source is never allowed to appear 
within the spectator’s range of vision. 

Occasionally Mr. Johnson uses a 
window which in its complicated de- 
tail calls for extended study, as when 
he presented a home living room fea 
turing radio. Here the fidelity of the 
reproduction, with its little touche 
that suggested actual occupancy ha! 
a human interest of its own. During 
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Cc S Eight Successful Window Displays 
Designed for the Powers Furniture Company 


at Portland, Oregon, by J. Walter Johnson... 


Here is a refrigerator window which dramatically presents the idea of cold, plus the brief message 
of the ease of payment. It was all in blue and white, with white cornflakes and varying shades of 


blue in the background. 


Lighting was from overhead. Colored light may be use 


in the back- 


ground, but Mr. Johnson prefers to pa his appliances under white light. Spectacular effects 


can be obtained by color screens, 


ut later when the customer sees the same material in the 


ordinary light of the interior, she should not be disappointed because it does not look like it does 
in the window. Modernistic icicles and a stylized Jack Frost gave distinction to the scene. 


Four different radio models were displayed in this window without any effect of yt a 
n 


Note the rhythm of the arrangement which re 
the parallel position of the sets and the roun 


ats the vertical lines of the cabinet decoration 
dial lines in the floor signs and the rainbow back- 


ground to the featured set. At the same time there is a focus of interest and a variation of the 
theme in the featured set. This is a very simple arrangement but worthy of considerable study 


in the use of line. 


Safety Week, he reproduced the scene 
which marked the starting of 
Chicago’s great fire. The barn, with 
harness on peg and its tools against 
the wall was made from genuine old 
timbers for which the countyside had 
been scoured. Hay was real and Mrs. 
O'Leary and the cow (a realistic 
cutout) looked equally so. The entire 
scene was a period piece, authentic in 
every detail. 

For the most part, however, these 
detailed windows were used, as was 
this one, to convey a general idea, 
rather than for the display of some 
particular merchandise. Where one 
or more appliances are to be featured, 
usually the window is kept simple. 
lor windows, says Mr. Johnson, are 
like telegrams, meant to be read at a 
glance. The majority of people who 
pass by have not time to stop to 
lecipher many details, or to read long 
nessages on the window cards. The 
printed matter in his windows is 


therefore always brief and easily read. 
Why describe the appliance? Its at- 
tractive appearance and sturdy con- 
struction are there “in person” to 
speak for themselves. The chief thing 
is to present it so that people will look 
at it, bringing out some advantage 
which will come to the customer 
through its possession. 

Mr. Johnson uses various appeals 
to attract attention and convey his 
message. Sometimes his windows are 
attention compelling because they are 
timely, or because they have a flash of 
humor, or because they are authentic 
on account of their human interest. 
Practically always they have the ap- 
peal of beauty. 

His materials he stores in a ware- 
house or in the workroom on the top 
floor of the building where he pre- 
pares his displays. Through the years 
a large number of useful properties 
have accumulated and these he keeps 


(Please turn to page 75) 
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This is an example of what can be done with a simple tableau against a black background. The 
rug was a deep blue, the artificial dahlias in soft autumn colors. The figure and slogan were 
part of a poster provided by the manufacturer, but were cut out and mounted and advertising 
removed. The few words which were allowed to convey the message of “freedom from washday 
toil" were suspended by black threads from the ceiling and appeared to be suspended in midair. 
All illumination came from a concealed light source above and to the left. The effect was simple 
and strikingly beautiful. 


Few people were able to pass this window without a prolonged stop to study the realism of its 
detail. The scene represented was the famous Timberline Lodge on the slopes of Mt. Rainier 
which had just been equipped with electric refrigeration, thus illustrating the principle that a 
refrigerator is needed even when the home is surrounded by snow. The model of the building 
was true to life and the snow effects on the trees and ground were most natural. The illumination 
was a special feature of the window. The front of the Lodge was flooded with amber light from 
reflectors located back of the sign. On the trees fell a green light from above, while the moun- 
tain changed from rose to moonlight blue and back to rose from a light source placed back of 
the building itself. The refrigerator stood out by contrast in a pure white light which was 
directed against it from a spot at the rght. 


‘ Artificial snow (cornflakes) was two or three 
inches deep. 
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Prosperous 


By ERNEST C. HASTINGS 


E of EvectricaL MERCHAN- 

DISING are earnest in endeav- 

oring to find means and 
methods by which net profit in the 
making and distribution of major ap- 
pliances shall be increased. 

The opening gun of this campaign 
appeared in our June issue when the 
author suggested the sizes and models 
of refrigerators be materially reduced. 

Distributors and dealers by a large 
majority endorsed this recommenda- 
tion. Last month we gave an analysis 
of the costs involved in merchandising 
and selling major appliances in de- 
partment stores as compiled by the 
Controllers Congress of the National 
Retail Dry Goods Association. This 
affords a measuring stick by which 
dealers in appliances can check their 
own figures and probably arrange a 
more workable and profitable budget 
for 1940. 

We are now ready to take apart a 
typical American county as to appli- 
ance selling. We want to know how 
the washers, refrigerators, stoves, etc., 
are sold and by whom. We also 
want to get a picture of the type of 
merchant engaged in the selling of 
appliances. With this information we 
hope to be able to make further rec- 
ommendations as to better profit pos- 
sibilities. 

York County, Pennsylvania, was 
selected for our study with- particular 
attention being given to the city of 
York in which 80 per cent of all the 
appliances in the county are sold. 

York has a population of slightly 
over 60,000 and the county as a 
whole has about an even 100,000 in- 
habitants. Just under 250 manufac- 
turers are located in the city. These 
industries are well diversified afford- 
ing employment for both men and 
women. The county is made up of 
farms which on the whole are above 
the average in prosperity. 

The income of the county is well 
balanced between industry and agri- 
culture. When reduced to families we 
find the annual cash per family to 
compare favorably with the rest of 
the United States. 

The chief interest of the people in 
York city and county centers in the 
home. Good living and comfortable 
living is the ambition of practically 
all the men and women. Both dress 
well as do their sons and daughters. 
If we were much younger and look- 
ing for a wife we'd go to York and 
try to meet some of the really beauti- 
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ful young ladies we saw on the street 
the week we were there. 

Maybe you feel we have gone into 
more detail about York and its people 
than is necessary for an article on 
electricals. We do not think so. Un- 
less you know the kind and type of 
people buying appliances and from 
where the money comes from to pay 
for them you cannot properly inter- 
pret the “hows” and “whys”. 

The electricity of York, city and 
county, is supplied by the Edison 
Light and Power Co. which had July 
3lst of this year 26,069 meters in 
operation. 

We'd like to interrupt long enough 
to thank Mr. Charles E. Stees of the 
Power Co. for his help, and for the 
general statistics he supplied the writer 
when in York. Edison Light and 
Power Co., maintains a close and a 
happy relationship with all appliance 
sellers in the county and city. 

However Mr. Stees concentrates 
most of his assistance and help on 
about 37 of the 67 dealers selling 
major appliances. The 37 are classed 
as regular dealers because they have 
a show room, have samples on the 
floor and at least one outside sales- 
man. If other lines are carried they 
must be those recognized as legiti- 
mate allies of major appliances. Just 
as in other parts of the country some 
of the so called dealers (not regular ) 
are grocery stores, restaurants, gar- 
ages and the like. The latter sell any- 
where from one or two to five or six 
major appliances per year. Many of 
them are a thorn in the side of the 
regular dealers. 

Every well known major appliance 
manufacturer has representation in the 
county. These dealerships range all 
the way from only one for one large 
maker to 18 for another. 

Your author visited practically all 
the regular dealers and a number of 
the others. Information and statistics 
from the latter were almost nil and 
will not be included in the facts soon 
to follow. The regular dealers, in 
most cases, willingly answered all our 
questions and gave us their figures. 
These will be given in total and not 
by individual stores since a number 
asked that their sales and other in- 
formation be kept confidential. 

Now let us take up each major 
appliance. 

First, refrigerators. The saturation 
point in York, city and county, is 
slightly in excess of 60 per cent. Only 


two of the regular dealers seen carry 
more than one make. These two have 
two each. About 2,000 refrigerators 
were moved last year. Fourteen hun- 
dred and seventy nine (1479) were 
sold by eight dealers two of which 
sold 860—just over 400 each. The 
other were distributed through the 
remaining 59 dealers or an average 
of less than ten each per year. 

It is interesting to note that one 
of the dealers who sold over 400 
refrigerators does not accept trade-ins 
of old electrical refrigerators. He will 
take old ice boxes at a minimum of 
three dollars or a maximum of five 
dollars. Maybe trade-ins are not yet 
so necessary a part of refrigerator 
selling as some of us believe. Perhaps 
the customer is more interested in the 
stability and reliability of the seller. 
Something well worth thinking about. 

Second, washing machines. The 
saturation point for these is high run- 
ning around 78 per cent. About 40 
per cent of the 37 regular dealers 
carried two makes and the other 60 
per cent only one make. We did not 
find a dealer with three makes or 
more although there may be one some- 
where in the county. 


FAIRCHILD AERIAL SURVEYS 


General washer statistics were in- 
possible to get. All we could find out 
about sales was that seven dealers 
sold 449 last year and that one dealer 
accounted for almost half that number. 

Interest in washing machines is 
shockingly low. Here is a composite 
statement of the answers as to “why” 
this should be true, “the saturation 
point is so high most sales are replace- 
ments. The women hang on to the old 
washer so long as it ‘works’. The sales- 
men claim they can make more money 
on refrigerators, and ranges where 
they feel the opportunities are greater.” 
Despite this one dealer did sell over 
200 washers last year. Perhaps be- 
cause he concentrated on them. 

Third, ranges. Here we have a 
saturation point of only ten per cent, 
but there is every evidence this will 
show a decided increase over the next 
few years. During 1938 410 ranges 
were sold while for the first seven 
months of 1939 there were 296 in- 
stalled which would indicate some- 
thing over 500 for the current year. 

Out of 13 regular dealers carrying 
electric ranges ten stocked only one 
make, two stocked two and one 
stocked three. 
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The Edison Light and Power Co. 
allow $20 for installation and also give 
a meter cabinet worth $5 bringing the 
total absorbed by the Power Co. to $25. 
The actual installation costs range 
from $30 to $35. Some dealers absorb 
the difference while others pass it on 
to the customer. 

All regular dealers in city and 
county feel the electric range offers 
teal sales possibilities for the future. 

Fourth, water heaters. No figures 
worth giving were obtainable on this 
item. A fair number are being sold 
but there are merchandising and en- 
gineering problems to be solved be- 
fore they become an important item 
in major appliances. We hope to dis- 
cuss some of these at a later date. 

Just as in other communities most 

the major appliances are moved 
by outside salesmen. As stated in the 
beginning regular dealers have at least 
me and the most we found was ten 
for a single dealer. Before us we 
have the records of 14 dealers and 
their total outside men is 58, an aver- 
age of better than four each. As you 
would expect, methods of paying these 
hen range from straight commissions 

' a salary of $100 a month plus a 

nall commission which varies with 


A Survey of York, Pa. Reveals Some Interesting Facts 


About Appliance Distribution in a Typical Territory 


each item. The salesmen with whom 
we talked appeared to be high type 
men and capable. We gathered the 
average monthly income of appliance 
salesmen in York to be above that for 
the country as a whole. 


Time payments with regular deal- 


APPLIANCE STATISTICS ON 


GENERAL 
Population 
Wired Homes 
Family Income 
Appliance Business 


Refrigerator Saturation 
Washing Machine Saturation. 
Range Saturation .. 


APPLIANCE MANUFACTURERS 
Number Appl. Mfrs. Represented 
Number dealerships, per mfr. 


APPLIANCE DEALERS 


Number Appl. Mfrs. Represented. . 
Number Active Appliance Dealers. . 
Outside Salesmen Employed by Utility 
Outside Salesmen Employed per Active Dlr 
Type of Appliance Dealers. . 


REFRIGERATORS 


Dealer Interest 
Number Lines Carried by 36 Active Dlrs 
Number Refrigerators Sold, 1938. . 

Utility sold 410 units 

1 Dir. sold 450 units 

6 Dirs. sold 619 units 

59 Dirs. sold 525 units 


67 Dirs. sold 2004 units 


WASHING MACHINES 


Number Washers Sold, 1938 
Utility sold 50 units 
1 Dir. sold 200 units 
5 Dirs. sold 199 units 


7 Dirs. sold 499 units 


RANGES 
Dealer Interest ... econ 
Number Lines Carried by Utility....... 
Number Lines Carried by 13 Active Dlrs 
Number Ranges Sold, 1938 
Utility sold 211 units 
12 Dirs. sold 199 units 


13 Dirs. sold 410 units 
Number Ranges Sold, Ist 7 mos. 1939 
Expected Range Sales, Year 1939 
Installation Charge 
Installation Policy . 


WATER HEATERS 
Fair Number Being Sold, but Merchandising 


and Engineering Problems Present Obstacles, 


YORK COUNTY 


100,000 

26,069 
Better than U. S. average. 
Good. 80% of county 
business done in city of 
York, which houses 60% 
of population. 


78%, 
10% 


All leading mfrs. 
From | to 18 Dlrs. 


Utility, elec. appl. dirs. 
and furniture stores. No 
dept. stores sell appli- 
ances, and only few hard- 
ware stores. 


Excellent 
1.05 lines, per dlr. 
2,004 units 


Fair 
1.41 lines, per dlr. 
Unavailable 


Excellent 

2 lines 

1.31 per dlr. 
410 units 


296 units 

500 units 

$30—$35 

Utility Allowance, $25 
Dir. or Customer pays $10 
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ers were about equally divided be- 
tween those who put them through a 
bank or other source and those car- 
ried by dealers. 

The dealers we visited, almost with- 
out exception, were very high caliber 
men. Men much interested in the 
industry and enthusiastic about their 
merchandise and their opportunities. 
We found all of them busy with some 
phase of their business. We got the 
impression there was little sitting 
around waiting for business to come. 
They went out after it with deter- 
mination. Competition is keen. There 
was some complaining of unfair prac- 
tices and other evils of distribution 
but no “bellyaching.” We say with- 
out reservation the appliance men we 
visited in York are a credit to the 
industry. 

We have purposely said nothing up 
to now about the types of regular 
dealers because York has a rather 
peculiar set up in this. They are 
made up entirely of the central util- 
ity, electrical dealers and furniture 
stores. 

There are three large department 
stores in the city and yet not one of 
them carries major appliances. All of 
them say they probably will at some 
future time but that they want to 
wait until there is a further shaking 
down of the appliances themselves and 
the methods of merchandising and 
distribution. York is perhaps one 
of the few cities of its size where 
there are such sizeable department 
stores and where not one of them 
stocks refrigerators, washers and 
ranges. 

The hardware stores also play a very 
minor role in the selling of major 
appliances. So far as we could learn 
only a very few in the county so 
much as carry a sample on the floor, 
and we could find no case where one 
had an outside salesman. 

There you have York, city and 
county, electrically. We have taken 
it apart to see what makes it tick and 
put it back together again. We do not 
have the profit figures but all surface 
indications would point to efficiency 
well above average. It is a smooth 
running unit of selling with a few 
squeaks here and there most of which 
are beyond correction by the dealer. 
They need the oil can and the grease 
gun of the distributor or manufac- 
turer. 

Yes, we liked York and the men we 
met in the major appliance business. 
Some of this liking is, of course, due 
to York liking ELecrrica, MERCHAN- 
DISING and being appreciative of our 
efforts to increase profits in the busi- 
ness they love. It is just like the 
husband who commends the beauty 
parlor which makes the wife he is 
crazy about even more beautiful to 
him. 
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By CLOTILDE GRUNSKY 


ECAUSE the ultimate factor 

which determines the “rate of 

flow” of the electrical business, 
whether it be the manufacture and 
sale of electrical wares or the furnish- 
ing of electric service to the home, is 
the ability of the dealers’ salesmen to 
persuade customers to buy electrical 
appliances, there are a good many 
people who concern themselves with 
the problem of improving this ability. 
Manufacturers and wholesalers fur- 
nish training courses, utilities insti- 
tute prize contests and send out 
speakers to instruct and inspire, in- 
dustry groups pass resolutions. But 
in the end, of course, it is the dealers 
themselves who are most directly con- 
cerned. They know from immediate 
contact what the problem is and what 
is already being done about it and, 
because it is vital to their very 
existence, they have very definite 
ideas about what ought to be done. 

The Pacific Coast Electrical Asso- 
ciation, in recognition of the import- 
ance of this industry problem, has 
for three years had a special com- 
mittee on sales training whose efforts 
were directed toward helping find a 
solution. The first year’s summary of 
conditions by this group definitely 
disclosed the need for such training. 
The committee then set out to make 
a survey of conditions in the field. 
Only when it was known what the 
dealers wanted and were willing to 
accept and what manufacturers, 
wholesalers and utilities were pre- 
pared to furnish, the committee felt, 
could an intelligent general program 
be drawn up. 

The policy which the committee 
has adopted is well expressed by the 
words of a letter from the late Hugh 
M. Crawford, former general sales- 
manager of the Pacific Gas & Electric 
Company. “First”, he advised the 
committee, “ascertain just what the 
field conditions with the mer- 
chants in enough stores in different 
communities to 


are 


determine the 


mer- 
chant’s side of the question. This 
should be done in a very careful 
manner to ascertain the real facts. 


Such a study could then be a guide 
as to what is needed. Second, some 
attempt could be made on the part 
of the committee to inventory the 
methods or agencies available for the 
solution—such a list of methods or 
agencies could then be submitted to 
the membership of the association in 
a way which would leave it to the 
individual company’s judgment as to 
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which method or agency they could 
best employ to fit their local situa- 
tion.” 

Local utility groups undertook to 
make such a survey of dealer opinion 
through their dealer contact repre- 
sentatives, utilizing limited but typical 
cities on the lines of the Pacific Gas 
& Electric Company, the San Joaquin 
Light & Power Corp., Coast Counties 
and Electric Co., San Diego 
Consolidated Gas and Electric Co., 
Tucson Gas and Electric Light & 
Power Co. and the Southern Cali- 
fornia Edison Company as sample 
centers of opinion. In all 333 dealers 
were interviewed, out of an estimated 
total of 1,656 dealers in the territory 
served by these companies. The list 
included 171 exclusively electrical 
stores, 52 department stores, 39 furni- 
ture stores, 10 music stores, 45 hard- 
ware dealers, 3 auto-service shops and 
24 miscellaneous establishments han- 
dling electrical appliances. 

Response to the questionnaire 
showed that these stores employed 
between them 1,352 salesmen, almost 


Gas 


evenly divided between inside and 
outside selling groups. The exact 
figures were 696 outside salesmen, 656 
inside men. Less than one half this 
number, or 608 men, had been em- 
ployed by the stores where they now 
worked for more than two years. 

In order to establish a preliminary 
picture of conditions, it was asked 
where salesmen had been obtained, 
but answers to this question were in- 
definite. Among the replies received 
were listed such established avenues 
as advertising, applicants, agencies, 
through the wholesaler, high schools, 
installation and service departments, 
by chance, from the family and from 
other dealers. Some stores main- 
tained that it was no problem to get 
salesmen. The committee reads 
through these responses the need for 
a recognized source of trained sales 
personnel which would be available 
to all dealers. 

Response to the question as to 
method of paying salesmen came from 
326 dealers, of whom 78 paid a flat 
salary, 113 salary plus commission 


and 135 straight commissions only. 

Of the 333 dealers, 202 reported 
that their salesmen received product 
training, 195 dealers gave personal 
sales training to their salesmen, 3) 
said that correspondence courses were 
used. 

“Are you interested in a sales train- 
ing program for your salesmen?” was 
the next question which brought out 
an affirmative reply from 275 dealers 
Thirty-eight did not desire such 
program. As between product train- 
ing and fundamental sales training, 
258 voted for the fundamental sales 
training and 187 for product training 
Willingness on the part of the dealer 
to pay a nominal sum per salesman 
for such a training course was indi- 
cated by 143 dealers, while 102 said 
no. 
Three further questions indicated 
the dealer attitude toward acceptable 
types of training. Correspondence 
courses were voted to be worth while 
by 69 dealers, while 186 thought they 
had little value. Inspirational talks, 
on the other hand were said to be oi 
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METHOD OF PAYING SALESMEN 


FLAT SALARY 


SALARY PLUS commission _@ @ @ @ @ G13 
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STRAIGHT COMMISSION 
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PRESENT METHOD OF TRAINING 


PRODUCT TRAINING 
PERSONAL SALES TRAINING 
CORRESPONDENCE Courses__ 
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ARE YOU INTERESTED IN SALES TRAINING? 
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yalue by 274 dealers, while 22 thought 
little of them. To the question “Do 
you wish the utility to give further 
assistance to training salesmen on the 
utility’s services, policies, rates and 
cost of operating appliances?” there 
were 244 who answered “yes” and 19 
who said such instruction was not 
needed. 

To the direct question as to what 
the jobber, utility and manufacturer 
could do to help train dealer salesmen 
to sell more appliances a wide variety 
of answers was given, not enough of 
them concentrating upon any one need 
to indicate that there was any wide- 
spread conscious demand for a sales- 
men training program. The sugges- 
tions covered all kinds of sales helps 
from “more contact with the sales 
representatives of manufacturers and 
jobbers” to a request for aid in elim- 
inating price cutting. 

The committee’s experiences re- 
vealed the fact that the sales training 
which is now available through 
various channels is not well known to 
most dealers, nor, apparently, does it 


The Pacific Coast Electrical Association 
Receives an Answer to this Question From 


333 Dealers Employing 1,352 Salesmen. 


answer the full need of appliance sales 
training. Manufacturers and dis- 
tributors answered a questionnaire 
which indicated that practically all 
the training offered by them was of 
a specialized product nature and ap- 
plicable only to their own line. 
Fundamental sales technique was cov- 
ered only incidentally. Sales courses 
given by high schools, colleges, sales 
schools and individual sales counselors 
were of interest and value in certain 
local instances, but.-did not offer a 
solution of the industry problem. 

As a matter of fact; the final word 
of the committee was to the effect that 
the solution must come locally rather 
than as an industry gesture. The 
member utility companies each have 
different sales policies and in addition 
their schedule of appliance campaigns 
does not coincide, so that a sales 


training program which would include 
all of the Pacific Coast Electrical 
Association member companies would 
present almost insurmountable diffi- 
culties. 


College-trained Men 


Some of the suggested solutions in- 
cluded the possibility of providing a 
source of new salesmen for the in- 
dustry by encouraging sales training 
classes on an elective basis at univer- 
sities and colleges, perhaps sup- 
plemented by product training given 
by industry representatives. A pro- 
gram along these lines has_ subse- 
quently been initiated in southern 
California by the Los Angeles Elec- 


trical Development League in co- 
operation with the Los Angeles City 
College. 

Older salesmen are difficult to 


PREFERRED TYPES OF SALES TRAINING 


FUNDAMENTAL 
TRAINING 


PRODUCT TRAINING a 8 4 
PP 


DEALERS OPINION OF OTHER TYPES OF TRAINING 


WORTHWHILE __ 


CORRESPONDENCE COURSES 


Ax 


INSPIRATIONAL TALKS 


LITTLE VALUE___ 
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reach. Inspirational talks, although 
favored by many dealers, were, it was 
felt, expensive and did not do more 
than provide a temporary stimulation, 
which soon wore off. Fundamental 
sales training was most desirable, but 
it represented hard work on the part 
of the salesman and few were willing 
to submit to the regimen of school 
again. Older men are apt to feel that 
they have been trained in the school 
of experience and to resent being 
forced to study a subject on which 
they have the idea that they know 
about all there is to be known. This 
same objection applies in greater 
force to correspondence courses which 
lack the compelling element of per- 
sonal instruction. These require hard 
work for their completion and con- 
siderable initiative and a stick-to-it- 
iveness on the part of the salesman. 
Experience has shown that a large 
proportion of those who start such 
courses do not complete them. 

The conference method, by which a 
group gathers together to exchange 
experiences under leadership, has. 
proved to have promising possibilities. 
in reaching older salesmen. In both 
northern and southern California, 
groups of this nature have been in 
operation during the past year in co- 
operation with the state department 
of education operating under the 
George Dean Act. It must be 
recognized, however, that the method 
has its limitations. It can operate suc- 
cessfully only in groups which do not 
exceed twenty in number. Further, 
the men must have had sufficient ex- 
perience to be able to draw upon it 
for the necessary wisdom for class 
instruction. Such conferences serve 
as an excellent review of already 
known sales methods, but do little to 
instruct men in knowledge with which 
they are not familiar. 

The recommendation of the com- 
mittee suggests that sales training for 
dealers’ salesmen can be carried on 
most effectively by each utility in- 
dividually to tie in with its own sales 
program. What the survey has 


brought out is that the need for such 
training is widely felt by dealers and 
the training now offered through ex- 
isting channels is not adequate to 
meet the needs of the situation. 
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Wash labels off jars of olives, 

cherries, shrimp and cheese 

and put these colorful foods 
on dishes. 


Get your dishes on the table, then take pieces of light green paper and crinkle it up. 
It gives a lettuce effect, without wilting. 


Use only appliances on the table which actually belong there. Waffle irons, toasters, 
corn poppers are okay—but irons would be out of place. 
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Dress up a Table Display 
this way, and You Double 
the Sales Appeal of your 
Traffic Appliances... . 


) 


Borrow your wife's table cloth or get a 
two bit paper cloth for your display 
table. It gives a “homey” feeling. 


hristmas Appliance Business 


WHAT APPEARS IN THIS TABLE DISPLAY 


Paper Table Cloth Green Crepe Paper 
Manning Bowman Waffle Baker 
Manning Bowman Cocktail Shaker 
Manning Bowman Ice Cube Preserver 
Chase Syrup Pitcher Chase Chafing Dish 
Rival Grill Silex Coffee Maker 
Toastmaster Deluxe Hospitality Set 
Toastmaster Standard Set 
Toastmaster Toast & Jam Set 


Always place a lighted 
lamp on your display 
table, advises Jep Sut- 
ton, Chicago, whose 
small appliance ideas 
are pictured. Miss 
Paulyne Kitzmann is 
shown placing a cock- 
tail— made of coffee 
and an olive out as an 
additional lure. 


Top off the display with 
something ritzy such as 
candlesticks. 


G 
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H. Paul Nelligan, Easy vice president (with new spira- 
lator) demonstrates to John Christadoro (left) Radio 
Specialty Co., New Orleans; R. O. Fitzgerald, Peaslee 
Gaulbert Co., Louisville; A. K. Sutton, Charlotte, N. C.., 
and T. N. French, Jr., Peaslee Gaulbert Co. 


J. C. Nelson, president, Easy Washing Machine Corp., H. J. Heller, sales manager, J. J. Pocock Co., Phila- 


(center) bridges the Mason-Dixon line by introducing delphia; J. V. Donahue, secretary-treasurer of the Tr. 3. & 
(left) J. M. Otter, general manager of Philco Dis- same company and J. S. Miller, Philadelphia divisional factory 
tributors, Inc., Chicago to: (right) R. E. Peake, man- manager for Easy, represent the City of Brotherly ration, 

ager of the Peasiee Gaulbert Corp., Dallas. Love at the Easy convention. of Easy 


“Weighing In" at the Easy factory: J. S. Miller, 

Easy Baltimore divisional sales manager; A. J. 

McGettrick and Mr. Buck, both of Southern 
Wholesalers, Inc., Baltimore. 


T. M. Williams, sales manager, Tri-State Distributing 
Co., Cincinnati and William C. Weaver, Jr., advertis- 
ing manager, McWhorter, Weaver & Company, Nash- 
ville, Tenn., talk things over with |. W. Shipp of Easy. 


J. W. Yonts, Easy divisional sales manager in Ohio, 

sells a bill of goods to G. M. Nutter, manager of the 

Moock Electric Supply Company, Cleveland, and C.C. 
mrad of the same company. 


E. A. Orth, Philco Distributors, Inc., Chicago; T. N. 


H. Sorensen and W. S. Hopperton, Easy field men; L. J. Mulhall; H. F. Costello, Easy divisional sales 


French, Peaslee Gaulbert Corp., Louisville; T. M. Wil- R. J. Craig, General Distributing Co., Saginaw, Mich.; manager from Detroit; and H. C. Cork, Easy purchas- F. 
liams, Tri-State Distributing Co., Cincinnati; A. A. H. F. Costello, Easy sales manager for Michigan; H. J. ing agent, have a spot of refreshment with J. V. si 
Wenstrup, Tri-State; E. R. Benson, Easy, Chicago; J. M. Fik, Radio Equipment Co., Grand Rapids; J. H. Sun- Donahue, secretary-treasurer of the J. J. Pocock, Inc., S 
Otter, Philco Distributors, Chicago; H. R. Sheer, Philco derlin, Radio Equipment Co., South Bend, Ind.; K. J. Philadelphia distributors. . 


branches and R. O. Fitzgerald, Peaslee Gaulbert. Scharfenberg, Williams, Inc., Peoria. 
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Distributors flock to national 
convention at Syracuse and 


preview latest models 
(Story on page 44) 


T. J. Litle, Jr., chief engineer, and N. S. Hoerle, W. N. Mason, general manager of R. F. Trant, Inc., J. F. Meyer; C. U. Spriggs, sales manager; Harold J. 


factory manager, of Easy Washing Machine Corpo- Norfolk, Va., and A. K, Sutton, Charlotte, N. C., meet Weisberg, president; and G. T. Stewart of the Chapin 

ration, do a little analyzing on a sectional drawing J. J. Nance, recently appointed general sales man- Owen Company, Inc., Rochester, N. Y., talk over the 

of Easy's new streamline wringer. Mr. Litle is pointing ager of Easy, who conducted the distributor meeting things they have seen and heard at the Easy conven- 
out adjustable roll stop mechanism. at Syracuse, New York. tion in Syracuse. 


E. P. Brennan, Easy Service manager; A. Anderson, E. Fairchild, Easy midwestern sales manager; Earl E. Fairchild, Easy midwestern sales manager; Earl J. 
J. R. McLaughlin, J. L. Merriott, Jr. (Easy salesmen); Goertze, Kansas City distributor; G. M. Nutter, Moock Goertze, Kansas City distributor; J. Swartz, sales man- 
H. R. Davis, Easy; J. V. Donahue, J. J. Pocock Co., Electric Supply, Cleveland; J. W. Yonts, Easy Ohio ager, Interstate Supply Co., St. Louis; D. E. Neiswan- 
Philadelphia; H. J. Heller, the Pocock Co.; and W. N. sales manager; E. S. Kerr, York Supply, Dayton; R. R. der, manager, Interstate Supply and E. R. Benson, 
Mason, R. F. Trant Co., Norfolk. Moore, Easy; and C. C. Conrad, Moock E, S. Co. Easy Chicago divisional sales manager. 


F. R. Stocke, Easy sales (Dakotas); P. J. O'Brien, Easy distributor at John Christadoro, Easy HH. L. Babcock, Easy treasurer; G. J. Fitzgerald, Easy New England sales 

Sioux Falls, S. D.; G. W. Burns, Easy assistant sales manager; G. T. distributor from New Or- manager; J. W. Roy, Good Housekeeping Shops, Providence; B. L 

Stewart, Chapin Owen Co., Rochester, N. Y.; |. G. Meyer, Easy sales; leans, got off some "Ca- Finn, Easy advertising manager; S. E. Choquette, Good Housekeeping 

C. U. Spriggs, Chapin Owen; D. T. Stang and B. F. Ross, Easy sales. jun" stories in his own in- Shops; and Miss C. Nicholson, Miss Frances Adams, and Hanna M. 
All snapped at the Easy convention. imitable dialect. Kennedy, Easy ironer demonstrators. 
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One of the “Coqui" members dressed 
in the cap and gown of the order dis- 
plays his “fried shrimp a la Rawls.” 
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on the fact to put over a swell range promotion 


CHANCE discovery that men 
bl can cook, too, by the Tampa 
coe 


Electric Company at Tampa. 
Florida, has opened a new field of 
sales promotion for electric ranges. 

IXverybody knows that men have 
been puttering around the kitchen for 
decades, particularly when their wives 
were away, but the habit was more a 
vice than a virtue. It remained for 
Tampa Electric Company to actually 
encourage it. Stranger still is the fact 
that women helped to do it. 

It all came about quite by accident. 
Jack Lacey, advertising man of the 
company, was working on a campaign 
that later won him an award by the 
Public Utilities Advertising Associa 
tion. A series of testimonials on elec- 
tric stoves by women who had used 
their homes, and had 
assigned \l Burgert, Tampa pho- 
tographer, to make pictures of the 
woman in cooking poses. 


Hubby in the background 


Burgert, an observant fellow, 
noticed that in all the kitchens he in- 
vaded for pictures there was a hus- 
band hovering longingly and perhaps 
a little eagerly in the background. 

“We're barking up the wrong tree,” 
he reported to Lacey. “There’s noth 
ing unusual in a picture of a woman 
at a cook stove. 


them in own 


Let's put some men 


1939 


. . . and Tampa Electric in Florida capitalize 


The men are not even averse to dis- 
playing their prowess before women 
groups at Leisure House. 


testi- 
monial type with various men fea- 
tured and their particular recipes. 


Advertising is the personal 


A group of five new members of "'Coqui" receive their diplomas from F. J. 
Lacey, advertising manager of Tampa Electric and "Keeper of the Sacred 
Recipes.’ All the men have perfected their own recipes. 


there. I know that women buy your 
electric ranges, but the men pay for 
them.” 

And, so, the famous men’s 
cooking campaign was inaugurated. 

“Boy—Does that Electric Range 
Get Hot in a Hurry,” was the title 
ot the first ad, showing a prominent 
business man in his wife’s kitchen 
turning out a he-man’s favorite meal 
of Pompano Papillot. 

Simultaneously, the 
announced — the 


now 


advertisement 
organization of the 


Ancient and Royal Order of One- 
Dishers for men who liked to go into 
the kitchen and prepare a 
neal, 

But the one-dish idea soon got out 
of bounds, because many men liked to 
cook more than one dish. 
ization grew automatically into the 
\ncient and Honorable Order of 
Coqui, or Gentlemen Cooks, from the 
Latin “Coquus”, 

Elaborate diplomas with a gold seal, 

Pleas: 


one dish 


The orgall- 


meaning a cook. 


turn to page 74) 
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not, a lot of 
women don't know how to get 
the drip pan out for cleaning 


it or 


Believe 


ENRY FORD, in common 
with all other automobile man- 
ufacturers, once believed the 
fact that automobiles that need repair- 
ng should never be mentioned. It took 


vears for his organization to learn that 


the frequency of Ford service stations 
was one of the greatest sales assets 
for the car in the customer’s eye. 

In common with every other me- 
chanical device ever made the electric 
range will have its quota of service. 


Smart distributors and dealers who 
embark on the sale and promotion of 
and hence the fol- 
service calls, as 
gleaned from the books of three dis- 
tributors will give the trade an idea 


be expected. 


ranges expect it, 


lowing table of 


of what may 


First After 
Service Calls year lst year 
Educational— Nothing 
wrong 45% 7% 
Surface Units 29 52 
Levelling Range 8 1 
Temperature Control 7 1 
Switches 3 8 
Wiring — 7 
Oven units.... -— 6 
Loose connections 2 1 
Enamel ......ccccese 2 
\ppliance receptacle... — 2 
Doors 
Pilot lights ] 4 
Miscellaneous 2 2 
Total 100% 100% 
As he grows older, R. H. Schne-" 
berger of the service department of 
Edison General Electric Appliance 


Company, Inc., maintains, he feels that 
most of the things that go wrong with 


RANGE SALESMEN 


A lot of “educational calls” could be 


eliminated, with proper demonstrations 


electric ranges need never have hap- 
pened. Reaching back into the maw 
of history, he has jotted down the fol- 
lowing items as examples of things 
that every should demon- 
strate to the housewife when she buys 
the- range, and that the service men 
should look at when it is installed. 

1. Levelling the range. Obviously 
if a range is not level, the cake batter 
in the pan will all run to the low 
which the proper 
rise and browning of the cake in ques- 
tion. In no time at all the new 
owner is shrieking that the range will 
not perform, when whereas a simple 
levelling up of the range when it is 
installed would take care of the whole 
thing. Contrary to proper belief, very 
few floors are level enough so that 
hims are not required under the 


that over 


salesman 


side, complicates 


range \ surve show! 


( ner “en 
per cent 


floors, 


par- 


ticularly in older buildings are not 


attention. 
The proper place to level a range 
is on the oven rack. The level should 
be placed diagonally both ways 
well as across from right to left. 
2. Door adjustments. Naturally, 
the proper operation of an oven de- 
pends on the door being fairly tight. 
Concealed door catches, operated by 
springs and rollers, snap the door shut 
and keep it tight by means of pres- 
sure on the door hinges. If they are 
out of adjustment the door will not 
shut tight with a consequent leakage 
of heat. The remedy is simple. In- 
sert a strip of paper about the thick- 
ness of a calling card at various 
points along the top, the sides and 
the bottom. Be sure the oven is hot 
—approximately 400 deg. Move the 
slips of paper along and if there is any 
irregularity or slight projection they 


level and ranges require 


as 


may bulge a little under heat and push 
the door open. The paper will tip you 
off where they are. 

3. Appliance won’t heat. Many a 
woman has plugged in an appliance on 
the range outlet and found it wouldn’t 
heat and promptly squawked for a 
service man. And many times has 
he pulled open a drawer, found a fuse 
missing, and quickly remedied this 
little trouble. 

4. Few women realize that the oven 
heating unit must be plugged into an 
outlet in back of the oven. When they 
remove it for cleaning purposes very 
frequently they fail to thrust the ter- 
minal point back into the outlet. Two 
things occur: When the over door is 
slammed there is trouble; if the units 
are not in proper contact there is arc- 
ing of the current with 
trouble. A few minutes 
stration would end this 


consequent 
of demon- 
trouble com- 


pletely. 
5. Removing drawers. The draw- 
ers in every electric range have 


catches to keep them from falling out. 
All too often the salesman does not 
acquaint the purchaser with the latch 
that must be lifted to take drawers 
out. There is little sense in this but 
many a service man has had to go 
miles to give some woman this in- 
struction after she has bought a range. 

6. Removing drip tray. Believe it 
or not, a lot of women have no reali- 
zation of the fact that when they spill 
stuff on top of the range, it is collected 
on a pan underneath. This pan should 
be taken out and cleaned frequently. 
Thoughtful salesmen would save a lot 
of grief for the service department 
if they would show the customer how 
to do this. The trick is simple: 
Simply pull out your drawer first, then 
pull out your pans. 


When oven doors won't close, pieces of card- 
board will easily tell where the trouble is 


Many a service call could be avoided by 
seeing there is a fuse plug for the appliance 
outlet 


If not pushed in properly, oven heating unit 
won't heat, will arc and raise 


So simple an object as a drawer has to be 
demonstrated on how to take it out 


Tell your customer how the oven heating 
unit plugs in an outlet at the back of oven 
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V ARK TWAIN maintained there 
1 were but seven original jokes, 
and what you have been laughing at 
all these years are variations of them. 
So, when the Oak Appliance Com- 
pany, 8220 Oak Street, New Orleans, 
comes trotting out with the old ware- 
housing idea as a means of sales ap- 
proach, don’t holler “chestnuts,” but 
keep right on reading. It’s the way 
they do it that counts and O. L. Red- 
ford and J. C. Ackerman have dusted 
off a few new wrinkles to this basic 
plan. 

Around every proposition in the 
world are a lot of window wishers 
who look on, afraid to commit them- 
selves for so much money. The ware- 
house stunt simply makes it easy 
for them to get going. No obligation, 
no strings, and a chance to see if 
they like the proposition. 

Advertisements of the Oak Appli- 
ance Company simply state that thev 
are overstocked and need warehouse 
space, which incidentally they do. 
How would you like to hold a re- 
frigerator for them for a while in 
your home? 

You do, and you telephone. 

Out comes a man who wants to 
check up on the size your family can 
use as, incidentally, you have per- 
mission to run the refrigerator in re- 
turn for storing it. He does not tell 
vou he has checked up on your credit 
standing before he made the call and 
you’re O.K., or he would never have 
ipproached you. He explains that 
Jak Appliance got an avalanche of 
replies to their ad and want to be 


Oak Appliance Company is an outlying New 
Orleans store, yet it reaches all over New 


Orleans for business 


The public understands storage hence is friendly to the idea behind the Oak Appliance plan 


sure that they lend these boxes to re- 
sponsible people. 

Excuse of this caller is, “The peo- 
ple at the store who took your 
message failed to ask you what size 
of box you needed.” 

That’s enough to kiss any salesman 
into the picture. 

A man gets busy and checks up on 
the size your house needs, possibly 
whipping out a folding to 
measure space, etc. 

“It’s odd,” he comments, “but we 
have two or three 7 cu. ft. boxes with 
a left hand door such as you need, 
which can be had at a rather low 
price at this moment. You ought to 
come over and take a look at them 
because these aren't going to last 
very long.” 


(WAPPLIANCE 
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Let Store 


Should you still insist on a loaner, 
and he not be able to get you into 
the store and close you on one of these 
boxes that exactly fit your needs, the 
salesman will deliver a refrigerator to 
you. 

Within a few days he is back 
checking up to see how the refrig- 
erator is functioning in your home. 
Meanwhile you are getting a sample 
of electric refrigeration. 

A few days later after you have 
had a chance to really get to start 
enjoying your refrigerator, in he 
comes again and is sorry but the 
house has moved enough merchandise 
that they now have space on the 
floor for the box they loaned you. 
They are grateful and hope’ that 
you liked it. If you would like to 


NORGE y 


Retrigerator 


in Your Home 


Warehousing Idea Warms Up a 


Lot of Prospects in New Orleans 


keep the box you can do so for 
ridiculously low terms. 

All this strategy is outlined, for it 
is on such ways as the story is pre- 
sented that the success of the whole 
thing hinges. 

Back at Oak Appliance Company, 
if the salesman misses on his loaner 
in making a sale, he is charged one 
way drayage on the refrigerator. If 
he makes a sale the cost of delivery 
is wiped off. This keeps the boys 
from loaning refrigerators all over 
the map. The charge for haulage 
about New Orleans incidentally is 
$2 on refrigerators and $1 on wash- 
ers. 

That the same plan will work 
equally well on washing machines, 
Oak Appliance Company has found. 

The plan makes money for its 
salesmen is evidenced by the fact 
that the firm has seven salesmen 
working for it on a straight com- 
mission basis and there has heen no 
turnover in three years. 
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A wife in the Store who Cooks on one Herself 


Boosts Business in Wellington, Kans. Store 


ELLINGTON, KANSAS, 
In case you have torgotten, 


little southern Kansas 


town where median Fred Stone got 
his irt by climbing a greased pole 


it a rural celebrat nm 


It is also the town where Virgil 
Marga Nichols have built a 
ly little « busine nee 1927 
| h little 
Pa in h ik 
Virg ra call 
\nd having eone with a wed 

ling ona mil pla has be 
grea help n ele range 
M Nichols Electrical Mer 
andising You see s this way 
7,405 nobody knew 
1 ges whe 

t ! It we had ply 
plu n ised them we 
vould have b u he positior 
vw baldh ba ‘ ling hair 
tor \s t ) 1 cooking o1 
ne ur home a vas abl te 
th thout the H inda iu ) 
the cu lp ‘ turning out f 
sup rat ¢ my vn ng 

] u eve i ul \ ibsence 
it ft tore by explainn } thre 
time worked \ living il 
like Write mm the pre i vreat 


PAGE 24 


help, and it hasn't taken us long to 
sell five Frigidaire ranges.” 


With only so many prospects in a 


town of the size of Wellington, Mrs 


Nichols explaing l, a dealer has to be 
vo xl deal toa shock tbsorber 


national promotion. If the national 

lvertising says that you can do some 
thing, vou've got to be really able to 
lo under your customer’s eves or 


soft pedal the whole thing 
With refrigerators even at Welling 
ton there is a trade-in to take in and 


on virtually every new box 


However, on refrigeration there are 
very 1 repossessions, not over one 
season, and every veal the 
Nichols firm can figure on moving 
invwhere from 30 to 60 Fi laires 
rh iwerage un f sale is the 6 


With radio short-wave 


l at S69 to 


is unpopular 

S89 the best price tor 

jes. Combinations haven't clicked 

vet The firm carries Phileo and 

Zenith and features a tabl 


model at 
Friend Hubby both 
sells and right now is buzzing around 
through the country as an REA elec- 
tric line has been signed up. 

\ll deals are financed locally. 


services and 


Many refrigerator sales in 
Kansas these days brings a 
trade-in 


Trade-ins are fixed up a 
bit and disposed of to 
lower income families 


OCTOBER, 


Having a range at home, it's no trick to 
give a convincing demonstration 


Mrs. Nichols takes charge when her 
husband is out after more business 
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get your 


franchise 
for Christmas 


Write or wire Hoover to- 


day. Have Norca Line in 
fo cash in on greatest- 


_ profit month of the year. 


Why Norca is the Money-Maker 
_ | for small-town and city dealers 


Sells on name and price—stays sold on perform- 
ance. Quick turnover—quick profit. 

Made by the oldest and largest maker of elec- 
trie cleaners. 

Carries the Hoover name—first choice, 2 to 1, 
in every survey. 

Carries the Hoover guarantee—builds up con- 
fidence in you. 

Noservice problem. Factory Branch Service Sta- 
tions or factory trained service men in nearly 1000 
cities. 

Priced for everyone who wants Hoover quality — 
priced 25% below lowest Hoover price. 


Smartest design in low-priced field. 


Most efficient brush-type cleaner—fouls less 
casily—easy adjustment for efficiency—easy re- 
placement. 


Complete line—complete merchandising plan. 


_ | DECEMBER IS THE BIGGEST CLEANER MONTH OF 
: THE YEAR. GET YOUR NORCA FRANCHISE TODAY! 
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‘Sensational New Norca Cleaner 


Made, guaranteed and serviced by The Hoover Company—priced at “™& 


Stunning new modern design. New-type beating- 
sweeping brush; most efficient on market; non-fouling. 
New no-adjustment feature—no nozzle setting re- 
quired for thick or thin rugs. Light weight. Dirt Light 
and other late features...... 


New Norca Hand Cleaner 


Popular type dusting device. Powerful, quiet motor. 
Easy handling. Highly convenient and efficient....... 


‘New Norca Dusting Tools 


Seven-piece set in kit. All-purpose brush; lamp brush; 
radiator tool; duralumin extension tube; flexible hose. 


Mothimizer and Hoover’s book on moth-control are included with com- : 


plete set (cleaner and fools.) 


| 
| 
| 
| 
| 
| 
| 


The Hoover Company, Dept. EM10 
North Canton, Ohio 
Gentlemen: 


Is the Norea franchise in my city open? If so, please give me complete details. 
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1940 line introduced at dramatic sales meeting in Cleveland 


TOP . . . Washing machine tales. 


Ralph Kortepeter, assistant sales manager for the 
Apex Rotarex Corp., with the aid of the pretty miss gives some tips on the sale of the 
new 1940 washer. 


BOTTOM .. . A comedy skit was one of the vehicles used for presenting the new 1940 
Apex washer at the annual meeting of company representatives. Fred Stephens, adver- 
tising manager, at right, as a salesman, explains the operation of the spiral dasher. 
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Meet the Apex men. Here is 
group of sales representatives ex- 
amining their company's new 1940 
Speedliner washer as they are - 
gathered for their annual meet- 
ing. They predicted it would sell 
like the proverbial hot-cake. 


G. B. (Jerry) SCHUYLER, Apex 
Rotarex Corporation's executive 
vice-president, made predictions 
of smashing sales for the new 
1940 Apex Streamliner washer 
when he addressed his sales rep- 
resentatives at the annual meeting. 


TOP . . . It's co-los-sol, it's stu-pen-dous. 


Old time circus stuff with a brand new 
message. 


Paul Berner with his three-ringed wringer circus presents the salient sales 
features of the new Lovell wringer at the annual meeting of Apex sales representatives. 


BOTTOM . . . Washing machines with beauty. Charlie Smith, Apex general sales 
manager at right, is assisted by glamor girls in describing salient features of new 1940 
Apex Speedliner washers. 
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Lighting Sales 


Selling 20,000 
L.E.S. Lamps 


EALERS in the western Wash- 

ington territory served by the 
Puget Sound Power & Light Com- 
pany during the fall months of 1936 
and ’37 sold 33,000 I.E.S. lamps. Last 
fall the power company initiated its 
third annual dealer lamps window dis- 
play contest with the cautious expec- 
tation that some 14,000 I.E.S. lamps 
might be moved. Despite quiet busi- 
ness conditions, the dealers responded 
with a total sale of more than 20,000 
lamps. 

For the contest, the Puget Sound 
company provided $420 in cash prizes. 
Dealers in each of the utility’s six 
operating divisions competed for first, 
second and third prizes of $20, $15 
and $10 respectively, with the first 
prize winners of each division eligible 
for the second judging of three grand 
prizes of $75, $50 and $25 each. 


Reflector Replacements 
For IL.E.S. Lamps 


NE of the problems which those 

selling I.E.S. lamps have experi- 
enced is that bowls are not inter- 
changeable between lamps and when 
the customer who has broken a bowl 
comes in for a replacement, it is fre- 
quently difficult to know exactly what 
to sell her. Department stores and 
other dealers handling this tvpe of 
lamp have sometimes found difficulty 
in supplying the need for lamps pur- 
chased elsewhere. The Public Service 
Company of Colorado discovered that 
housewives coming into their Denver 
store for such replacements did not 
know enough in advance to take mea- 
surements of the size bowl required 
and that it was almost impossible to 
meet the need without making a special 
call at the home to examine the lamp. 
To obviate this difficulty and to make 
matters easy for the customer, a pam- 
phlet has been issued giving diagrams 
and measurements of the various ap- 
proved types of reflectors used for 
I.E.S. lamps. The customer is urged 
to describe the lamp she owns and the 
probable reflector is marked for her. 
She then is asked to take the pamphlet 
with her, comparing dimensions and 
verifying the identification. Attached 
to the pamphlet is a postcard which 
she can fill out with the No. reflector 
which meets her needs, which can then 
be sent direct to her without neces- 
sitating a further call. 


if 


Rules for participation in the con- 
test consisted solely of the obligation 
to use the attractive display cards pro- 
vided by the.power company which 
carried the effective sales message, 
“READ with comfort, SAVE your 
eyes, with I.E.S. lamps.” Windows 
were to be on display for a minimum 
of one week during October and 
photographs in triplicate were to be 
submitted not later than November 7. 
Judging of windows in each division 


100 Windows in One > 


Grand prize winner in 
the fall lamp contest 
sponsored by the Puget 
Sound Power & Light 
Company was the Bon 
Marche department 
store of Seattle. 


The prize winning win- 
dow of Rumbaugh, 
Maclain, Inc., from 
Everett, Wash. 


was done by an impartial qualified 
local committee of three, with not 
more than one person in each group 
an employe of the utility. Selection of 
the grand prize winners was by a 
special board not directly related to 
the industry. Support of lamp job- 
bers and distributors was enlisted in 
maintaining dealer stocks, expediting 
lamp supplies and generally aiding the 
dealers with floor and window show- 
ings and with selling technique. 


ACED with the need of providing 
a variety of backgrounds for the 
display of different appliances, W. E. 


Parnum, display manager of the 
3ritish Columbia Electric Railway 
Company, has devised a new and 
flexible show window set-up for use 


in the company’s Vancouver store. 

The display background _ finally 
evolved represents months of study on 
the part of Mr. Parnum and his staff, 
who studied problems of materials and 
lighting and even went so far as to 
make a miniature model complete in 
all details, even to the lighting, in 
order to make sure that final results 
would be what was desired. 

A plain background was _ chosen, 
which lends itself to effective colored 


Forrest Raymond, ad- 
vertising superintendent 
for the San Diego Con- 
solidated Gas & Elec- 
tric Company, knows 
how to take his own ad- 
vice. Here is a sample 
of modern illumination 
applied to his own 
home. The attractive 
all-over lighting effect 
comes from a channel 
lighting installation con- 
cealed in the valance 
of the portiere. 
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Movable panels 
and units make 
this lighting win- 
dow flexible 
enough to per- 
mit a great many 
variations. 


lighting and provides an _ excellent 
background for posters and like mate- 
rial when used. This is set back to 
allowtonvenient access and to provide 
extra space for deep-set displays. 


Thirty-six movable panels and set 


The seventeen home service iepre- 
sentatives of the company gave their 
full support to the program, their 
special interest being secured by 
means of a contest of their own which 
ran coincident to that of the dealers. 
They called on all dealers, amplifying 
the instructions of the contest, assist- 
ing them with their displays and 
furnishing every reasonable aid pos- 
sible. Each home service representa- 
tive in the division which made the 
highest per cent of quota was awarded 
$10, those in the second highest $7.50, 
and in the third ranking division $5. 

Quota for all divisions was set at 
14,000 I.E.S. lamps. This represents 
dealer sales alone, as the power com- 
pany does not handle this type of 
merchandise. The first month’s report 
revealed that 3,480 lamps, or 25 per 
cent of quota had been sold. The 
record for November was better, total- 
ing 5,160 lamps, bringing quota 
achievement for the two months to 
61.7 per cent. During December, 
however, sales broke all records, 
reaching a figure of 11,724 units, rais- 
ing the grand total to 20,364 lamps, 
or 145.5 per cent. With an estimated 
average retail selling price of $11 per 
lamp, this sales volume represented 
about $225,000. A constructive load 


building angle is that the accompany- 
ing initial 100-200-300 watt globe in- 
vestment was over $12,000. 


the equipment, 


pieces are part of 
twelve of which are fitted with mov- 
able colored lighting effects, so that 
the possible combinations and changes 


run up into the hundreds. This 
means that the many different types 
of merchandise displayed may each 
have its most effective setting and also 
that the complete change of back- 
ground as well as objects on display in 
the window will be the more arresting 
to passersby for whose interest the 
window is displayed. 


Posters are from time to time used 
on the set pieces and lighted panels 
are shifted in position to supplement 
the effects possible through channel 
lighting. 


The cost of this material was slight 
and, because of the careful planning 
of all details in advance, its installa- 
tion was easy. 
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M* MACKENZIE is not the only dealer who is 
“going to town” with G-E. EVERY dealer 
who hears the story—EVERY dealer who senses 
the possibilities behind the theme—"“It's easy to 
stay young electrically’’—is tying in with it, to 
bring additional business into his store. 

Are YOU getting your full share of this pro- 
motion? Do YOU have your supply of dealer 
helps, window displays, the ‘Treasure Island”, 
streamers, mat service advertising and booklets? 


Are you following the sales and promotion helps * 


prepared for you, and shown in the big “101” 
Book? It’s not too late to get started. This pro- 
gram is gathering speed every week and the Fall 
and Winter months will see it forging ahead to 
climax into a great Christmas season for you. 
Learn all about it from your distributor's sales- 
man. Put the magazines carrying General Elec- 
tric’s advertisements in your windows, so folks in 
town will know you're headquarters for youth pre- 
serving electrical appliances, that mean added lei- 
sure—easier work—for home-makers everywhere. 


IDEAS 


window and store displays, advertising and 
promotional activities. Ask your distributor for 
a free copy, or write to General Electric Co., 
Room 1111, 570 Lexington Ave., New York. 


BY THE HUNDRED 


You'll want this "101" Book—for ideas on 
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Miss Sophia Richardson, looking over the cards 
filed at City Electric Department, to give a 
dealer, who has phoned, information on whether 
an appraisal has been made on a proposed 
trade-in. If the same person has seen a second 
dealer and asked for an appraisal, then the 
second dealer learns the amount of the first 
dealer's allowance and does not exceed it. 


E. F. Aurin, secretary of the Knoxville Major 
Electrical Appliance Bureau, at left, who is also 
coordinator with dealers for the City Electrical 
Department. At right, at desk, is C. O. Car- 
penter, Jr., sales manager for City Electrical 
Department whose plans brought record-break- 
ing sales by dealers. 


LECTRICAL appliance deal- 

ers in Knoxville, Tenn., have 

virtually a Little NRA _ of 
their own, by which competitive al- 
lowances are controlled and harmful 
price-cutting on trade-ins is elimi- 
nated. 

It has proved so successful that 
national interest is beginning to be 
taken in it. It is not just a new ex- 
periment, but has now had sufficient 
time for practical operation to show 
that it has merit and be considered 
as permanent. 

A few years ago the dealers battled 
for business in their own way. If 
one won a ‘sale it might have been 
at a sacrifice of profits. It was a 
situation such as exists in many other 
cities today. 

E. F. Aurin, with the Tennessee 
Public Service Company, and others 
then wondered if something couldn't 
be done about it. At first there was 


opposition. But meetings were called. 


Gradually dealers were sold on the 
idea of pulling together rather than 
igainst each other in business prac- 
tices. 

The Major Electrical Appliance 
Bureau was organized. On February 
22, 1937, this Code of Ethics was 
adopted : 


1. Carrying charges on all electrical 
appliances to be not less than 6 per 
cent on the unpaid balance per year. 
30, 60, 90 days cash. (Since changed 
to provide for EHFA terms.) 


2. Rentals, demonstrations, outlets for 
refrigerators, premiums with merchan- 
dise, down payments and maximum terms 
left optional with the dealer. 


3. Maximum allowance on wooden ice 
boxes $5 and on metal ice boxes $15. 
(Since changed to allow $10 on metal 
ice boxes.) 


4. All dealers will submit to the secre- 
tary their cash installed prices on mer- 
chandise. These prices will be inter- 
changed between the other dealers. No 
cash discounts will be allowed from the 
above prices. All advertisements to carry 
installed prices. 


5. Ranges and water heaters will be 
advertised and prices installed. If no 
installation is required deduct $15 from 
cash price. 


6. Oil stoves, gas stoves, gas storage 
type water heaters, maximum allowance 
$5. Coal stoves maximum allowance of 
$10 unless it is of the make sold by the 
dealer who is making the trade. Since 


ELECTRICAL MERCHANDISING—OCTOBER, 1939 


Hugh Jones, a salesman at 
Sterchi's, pointing out features 
of an electrical refrigerator to 
a customer at Sterchi's, The 
appraisal on a trade-in will be 
phoned in to the City Elec- 
trical Department office. 


> 


T. W. Justice, chairman of the 
Major Electrical Appliance Bu- 
reau, Knoxville, Tenn., at his 
desk at Sterchi Bros., where he 
is head of the electrical mer- 
chandising department. If he 
makes an appraisal on an old 
electric range or refrigerator 
offered as a trade-in, then he 
calls it in to the City Electric 
Department where it is re- 
corded. 


How Knoxville Controls 


Trade-In Allowances 


Since the formation of the Major Electrical 
A ppliance Bureau dealers have a cross-check 
on allowance appraisals and cut chiseling 


changed to allow maximum of $10 for 
oil stoves, gas stoves, gas storage type 
water heaters and maximum of $15 on 
coal stoves.) 

7. A department has been set up to 
handle appraisals on old electric ranges 
and refrigerators. The first dealer to 
contact a customer will appraise the 
appliance and call in his bid. If this 
customer is contacted by another dealer 
he must call to see if this appliance hes 
been appraised. If so, he will not exceed 
the first appraisal. 

8. At any time any one dealer wishes 
to drop out of the association or wishes 
to discontinue the following of any of 
the Code of Ethics he must give written 
notice to the secretary of the associa- 
tion immediately. 

9. A committee will handle all com- 
plaints turned in to the bureau. 


T. W. Justice, head of the Sterchi 
Bros. electrical department, has 
served as chairman and E. F. Aurin 
as secretary of the Major Electrical 
Appliance Bureau ever since it was 
organized. David Baker of Wood- 
ruff’s and R. A. Jarnagin of S. H. 
George & Sons are vice-presidents. 

When Tennessee Public Service 
Company sold its system to the City 
of Knoxville and Tennessee Valley 
Authority power was acquired in 

(Please turn to following page) 
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JOIN UP with these popular Tele- 

chron clocks as they move ahead 
©, to _new sales-volume and profit! The best-known name in the electric clock 
i field, Telechron is instantly identified in your customer's mind with beauty, 
is accuracy and quality. National advertising aids your sales-work month after 
“; — month, impressing millions of people with the smart Telechron designs and the 
| superior sealed-in-oil self-starting Telechron motor. Join in the clock-wise 
march to profits—a display of Telechron clocks will be your ticket to sales! 


SELF-STARTING 
ML ELECTRIC CLOCKS 


REG U.S. PAT OFF 


WARREN TELECHRON COMPANY, 110 MAIN ST., ASHLAND, MASS. 


NEW TELALARM, Mode! No. 7H93, a 
handsome new metal and plastic alarm 
in the quick-selling price-range. Retails 
at $4.95. Talisman (No. 7H93-K), 
the same design with translucent, electri- 
cally illuminated dial, retails at $5.95. 
Both of these clocks will sell fast! 


SECRETARY, Model No. 7H9I-Br, a 
new alarm in mottled brown plastic case, 
retails at 833.95. In ivory-colored case 
(No. 7H9I-I), $4.50. Cordial, same 
design with luminous numerals and hands 
(No. 7H91-LBr), $4.95. In ivory-colored 
case (No. 7H9I-LI), $5.50. 


SUAVE, Model No. 5H57, is a clock 
with distinction, designed in the modern 
manner. With a gold-colored case and 
brown plastic base, Suave retails at the 
tempting price of 85.95. 


STEWARDESS, Model No. 2H09, a 
smart and popular wall clock for kitchen 
or bathroom. Metal case in chrome with 
ivory, green, black, white, red or all 
chrome, retails at 84.95. 


GUEST,’ Model No. 7H89, in a case 
covered with pigskin-grained Textileather, 
is an alarm clock of smart design. Sug- 
gest it for libraries, bachelor apartments 
and college rooms. Retails at 86.95. 


VIRGINIAN, Model No. 3H81, a beau- 
tiful clock in a case of light and dark 
wood, with a fluted base. Retails at 
$5.95. Colonnade (No. 7H95) same 
design with alarm. Retails at $6.95. 


“New Profit Maker"—This display 
piece will be given FREE with the 
purchase of any twelve Telechron 
clocks. The display piece is all wood, 
two-toned, beautifully finished — a 
permanent display for your Telechron 
clock counter. This offer expires Oc- 
tober 31, 1939. See your Telechron 
Clock Distributor today. 
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September, 1938, the plan of co-op- 
eration was continued. The city dis- 
continued the private utility’s mer- 
chandising department and _ instead 
tried to increase the business of pri- 
vate dealers, which, figures show, 
has been successful. 

Under the plan for control of com- 
petitive allowances, a dealer will go 
out and appraise an old electric 
range or refrigerator which a person 
wants to trade-in. The first dealer 
to make the appraisal calls it in to the 
City Electrical Department, giving 
the name of the person seen, the ad- 
dress, the make and model of what 
was appraised, and how much would 
be allowed on a trade-in. 

A girl at the City Electrical De- 
partment takes down all that informa- 
tion on just a plain card. The card 
is then filed with others. 

The person who asked for the ap- 
praisal then often goes to see an- 
other dealer. The second dealer 
phones the City Electrical Depart- 
ment to learn whether or not an ap- 
praisal has already been made. Be- 
fore he is given the information he 
is required to give the exact initials 
of the person, the address, the make 
and model of the range or refrigera- 
tor. Then he is told what the bid of 
the first dealer was. The second 
dealer is not allowed to exceed the 
appraisal of the first dealer. 

However, if the second dealer 
thinks the range or refrigerator is 
worth more than the first appraisal 
he can see the first dealer. The sec- 
ond dealer might try to get-together 
with the first dealer on an increased 
allowance. If the first dealer refuses 
to increase the appraisal then the 
second dealer is required, under the 
Code of Ethics, to stay within the 
allowance. 

Other dealers seen by the same 
person call in for information, just 
as the second dealer did, but none is 
allowed to underbid the first dealer 
on an allowance. 

“That helps the dealer in two 
ways,” said C. O. Carpenter Jr., 
sales manager of the City Electrical 
Department.” 

“First, it establishes a_ set 
on merchandise. 


price 
Most of a dealer’s 


ELECTRICAL 


| 


profits won’t have to go for a hag 
trade-in. It saves the dealer frop 
having to bargain with the custome; 
and often when there is bargaining 
the dealer who gives the highest 4). 
lowance is out—all out. 

“Second, a dealer makes more 
profit if he doesn’t have to make out. 
rageous trade-in allowances, by get. 
ting away from competition. 

“Tt helps all the dealers. In other 
words, if a dealer says he will alloy 
$15 as a trade-in and another say; 
he will allow $25, the one with the 
25 would get the sale and his profi 
would not be so great. But if both 
dealers stick to one amount it gives 
more confidence in all the dealers as 
a whole. 

“Dealers seem to be pleased with 
their Code of Ethics. It is a big 
factor in eliminating price-cutting 
Price-cutting will hurt business, be- 
cause people are looking for bar- 
gains all the time and playing one 
against the other. Price-cutting cut; 
down net profits of dealers. 

“Tf dealers operate on a thin margin 
of profit it is not good business. We 
want them to make money. If they 
follow a Code of Ethics, stand behind 
their merchandise and _ co-operate, 
customers are better satisfied and 
everybody gains in the long run. 

“If a dealer does not make money 
he is not a good dealer. Electrical 
appliance merchandising is just like 
any other business. If a dealer is 
operating on a shoestring, a majority 
of the time he would not put out as 
good merchandise, or give as good 
service as when he makes a legiti- 
mate profit. 

“Another thing, it gives the smaller 
dealer an equal chance on a sale with 
a larger dealer. He doesn’t have to 
sacrifice a lot of profits for exces- 
sive trade-in allowances. A dealer 
can sell to people on the merits of 
his merchandise and on his own per- 
son contact, friends.” 

There are no dues or assessments 
in the Major Electrical Appliance 
Bureau. Every dealer was_ invited 
to join. 

“Our purpose is to promote the 
sale of electrical appliances in a prof- 
itable manner and to create confi- 


“Every time a piece of toast pops up there's a bite taken out of it!" 
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jence and good will among each and 
every dealer,” said Chairman Justice. 

That co-operation doesn’t end with 
assuring fair profits. As Mr. Justice 
says: “We hold regular meetings 
at which we discuss co-operative ad- 
yertising and general promotion to 
educate the public on the advantages 
and economy of using more electricity 
in the home.” 

The bureau sponsors schools for 
members’ salesmen. The salesmen are 
instructed in how to better serve their 
customers and prospects. 

The bureau participates in home 
shows, fairs, model homes and other 


AND DURING OCTOBER 


you canhave 
your.. 


ELECTRIC RANGE | 


INSTALLED. 


e 
by these 


Knoxville Major Electrical Appliance 
Dealers. 


COOK 
Electrically 
Economical 


* Fast 
* Clean 
* Pleasant 


Buy Now 
Take Advantage of CHEAP TVA Power! 


Range 
East Tennessee Eiectrie Co. Miller's 
Electric Nome Servants Ce 
$. George & Son 


This co-operative advertisement is one 
of many by members of Knoxville Major 
Electrical Appliance Dealers. 


constructive sales promotions. Sales- 
men are trained in kitchen planning, 
which is a help to people building 
new homes or remodeling old kitchens. 

The most unusual and successful 
campaign conducted by the City Elec- 
trical Department in co-operation 
with the dealers was what Mr. Car- 
penter called a “Man Hunt.” The 
city itself does not sell any merchan- 
dise, but it sent out men and women 
who scoured the city and surround- 
ing territory served, getting prospects 
which were turned over to dealers 
to sell. 

“Quincey Quota” was the objective 
of a 90-days’ “Man Hunt.” Each 
salesman had to reach a certain quota. 
They started out as “flatfoots,”’ then 
were promoted to “special officer,” 
“deputy sheriff,” and “private detec- 
tive,” as their sales prospects in- 
creased. Each salesman wore a badge 
designating just what rank he had 
reached and prizes were awarded. 

As a result of that co-operation 
with dealers, domestic appliance sales 
for the three months totaled $587,693, 
as compared with the same three 
months in 1938 and $481,548 for the 
same time in 1937. Commercial sales 
were $50,842 for the three months of 
1939, compared with $14,894 for that 


time in 1938 and $40,225 for 1937. 


THEY’VE ALWAYS BUILT A GOOD CAR” 


The public has a conviction of quality, which it 
always associates with certain names. ... In the 
heating appliance industry, this nod of accept- 
ance is given to heating element wire that is 
known by the name, HOSKINS CHROMEL. 
Over a long stretch of years, the device maker 
has learned that he can safely trust the repu- 
tation of his product, to heating elements made 


of Chromel. He has no apprehension in using 


Chromel, because he has found out that this alloy 


\ 


displays strong durability, with remark- 
able consistency. So, he uses Chromel 


for his own sake, to maintain his good 


The Wire That Made 


will with you—which means the protection of 
your own customer good will too. And the 
good service given by the smaller Chromel 
equipped devices becomes your entering wedge 
for the sale of the larger appliances, such as 
the roaster and the range. And may we remind 
you that, while the beauty of the device design 
may close the sale, it is the Chromel element that 
makes the sale stay sold. .. . For your service 
department, we have a handy little gadget 
called a ‘“‘Heating-Unit Calculator,” that 
they’d likely find useful. . . . Hoskins 
Manufacturing Company, Detroit, Mich. 


Electric Heat Possible 


CHROMEL 


a coop name in HEATING ELEMENT 
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Automobiles and refrigerators mix 
well for Herman Jackson 


Follow Father's Footsteps 


HERE Herman Jackson, pere, 

sold the folks around Murfrees- 

boro, Tenn., Chevrolet automobiles, his 

son, Herman Jackson, Jr., is following 

in his footsteps selling refrigerators 
and electric ranges. 

“When you have sold people cars 

you know pretty well how susceptible 


T. M. French, Jr., went from the Navy 
into appliances 


Navy Man Gives 
Slant on Washers 


OT many people in the trade 
| know that T. M. French, Jr., 
Assistant secretary, Peaslee-Gaulbert 
Corporation, Louisville, is a graduate 
of Annapolis and the Navy, but the 
fellows who work for him never for- 
get it. In a thumbnail interview with 
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they are to other new improvements 
around the place,” he told ELEctTRIcAL 
MERCHANDISING. “You know pretty 
well just what will fetch them.” 

Herman Jackson declares that he is 
selling 85 per cent of his refrigeration 
outside of the county to the people 
that have recently had their homes 
wired. It costs him to travel in that 
hilly region, from 24 to 34c a mile, and 
he uses old cars and gets his gasoline 
wholesale. He goes out about 18 
miles from Murfreesboro and never 
makes a trip without having a key 
prospect. Then he sandwiches in a 
few calls along the way going and 
coming. 

“Farmers want big refrigerators,” 
he says. “They usually pay all cash 
or buy on terms that are out within 
six months.” 

In his town trade, Herman Jack- 
son says that he has a trade-in for 
every refrigerator he sells, and he 
feels the dealers need more margin 
on refrigerators to cover this trade-in 
loss. 

He grew up in the town of Mur- 
freesboro and does a lot of basketball 
refereeing as a side line. He feels 
that his activity in sports gives a lot 
of people a chance to look at him and 
become familiar with his name. That 
is something any dealer can do that 
will pay dividends, he declares. 


ELECTRICAL MERCHANDISING he de- 
clared that in his belief the distributor’s 
job today is not selling dealers but in 
keeping dealers’ men rolling. Peaslee- 
Gaulbert has to run an employment 
agency and not only supply salesmen 
to dealers but to go out and coach 
them on the firing line. 

Incidentally Peaslee-Gaulbert keeps 
its washing machine salesmen sepa- 
rated from those who work on radio 
or refrigeration. “Washers are work 
items that have to be sold differently,” 
declares Mr. French, “while on the 
other hand, with refrigerators and 
radio you can build up splendid word 
pictures and luxury ideas which do 
not mix with so prosaic an object as 
a washing machine.” In the washing 
machine field the South has little satu- 
ration, he says, less than 25 per 
cent of the washing machine sales 
carry trade-ins. Washers are going 
to classes in the South that do not 
patronize negroes for economic rea- 
sons. Mr. French does not like spe- 
cials on washing machines, as he says 
it is ideas that count and specials only 
cut into profit without getting profita- 
ble volume. He would also like to 
see the number of models being manu- 
factured cut down. 


4 


Rebuilding opportunity is knocking at 
the door of dealers, says J. M. Oberc. 


Profitable to Rebuild 8 Out 
of 10 Used Refrigerators 


ENTRAL organizations, capable 
of mass production repair of 
refrigerators, are the coming thing in 
metropolitan districts, according to 
J. M. Oberc, 904 West Baltimore, 
Detroit, veteran refrigerator man. In 
smaller communities, individual deal- 
ers to a lesser degree will repair the 
best of the machines they take in, he 
thinks. 
Already trade-in refrigerators are 
being sold in Detroit “on the hoof” 
for around $15 apiece. By proper re- 


building and dressing up a retailer 
Eight 


can get $75 for such boxes. 


She Sells Evangeline's 
Descendants 


ONGFELLOW wrote a poem 
once, you'll remember, that told 
something about how the boom of the 
ocean answered the murmuring pines 
and the hemlocks. It wound up with 
Evangeline and her friends being 
shipped off to Louisiana and being 
parted from her boy friend the rest 
of her life. 

Down in Donaldsonville, a town of 
2500, Mrs. L. B. Laune, who suc- 
ceeded to the ownership of the Thib- 
aut Motor Company when her hus- 
band died, has run up quite a record 
selling washing machines and appli- 
ances (Norge) to the descendants of 
these French Canadians or “Cajuns.” 
She did a $15,000 business in 1937, 
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out of ten of such “as is” boxes are 
in running condition and worthwhile 
to repair at a cost of not over $2) 
apiece. 

Knowing when to throw your trade- 
in away is as important as knowing 
when to repair it, in the Oberc opin- 
ion. If you get a job with a com- 
pressor frozen up, poor expansion 
valves, a defrosting control on the 
bum, and a rusted tank or coil, it is 
best to toss it in the alley. 

However, everything is not usually 
on the bum with a trade-in refrigera- 
tor. In Mr. Oberc’s opinion, you are 
most likely to encounter trouble on: 

1. Expansion valve 
. Controls 
. Shaft seal 
Belt 
. Loss of refrigerant. 

Some idea of the cost of repairing 
a job may be gained by the fact that 
an hour’s time is usually sufficient to 
repair the expansion valve. A new 
one will cost $2.50. Four dollars will 
buy a new control. It will take $5 
worth of labor to take the pump apart. 
Two dollars will buy a new shaft seal. 
New trays can be had for $2.40. 

Already set up and promising to 
grow bigger are repair shops in a 
number of larger cities. To really do 
a wholesale job of it, will take about 
$5,000 worth of machinery, in Mr. 
Obere’s opinion. You will need a 
standard lathe, a drill press, a grinder 
and an evacuating pump, drying oven 
and a spray booth and equipment. 


bv 


Some of the Bayou 
country that Mrs. Laune 
sells gasoline driven 
washing machines in. 


Mrs. L. B, Laune, taken 
when she was visiting in 
New Orleans. 


being the third best washing machine 
outlet in Louisiana for that year. To 
townspeople she sells electric ma- 
chines and to dwellers along the 
bayous and shanty boats she sells gas 
engine machines. 

“My method is to leave a machine 
for a week and let the prospect get 
used to it,” she told ELecrricay 
MERCHANDISING. “If they have got 
some money they have sold them- 
selves by the end of that time. It 
makes a nice living for me and my 
11 year old boy.” 
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Electrical Merchandising Review of the Month 


October, 1939 


NEW YORK DEALERS START 
EDISON RADIO-PHONOGRAPH DRIVE 


NEW YORK—First of the specially 
built table model radio-phonograph com- 
bination receivers to come off the General 
Electric production line at Bridgeport, 
Conn., was formally presented to E. F. 
Jeffe, vice president in charge of sales of 
system companies of the Consolidated 
Edison Company of New York, Inc., on 
September 1. The ceremony marked the 
oficial beginning of the three-and-a-half 
month Consolidated Edison campaign 
which will close on December 15. The 
drive is designed to open up the broad 
metropolitan market for small radio- 
phonograph combinations, and has been 
planned along the same general lines as 
last year’s “bargain package” campaign, 
sponsored by the Consolidated Edison 
Company, and which resulted in the sale 
of 231,000 smal] radios and other ap- 
pliances. 

The sales campaign, to be participated 
in by approximately 800 co-operating 
dealers and department stores in Man- 
hattan, the Bronx, Brooklyn, Queens, 
and Westchester county, is being con- 
ducted with the slogan “The Greatest 
Show For Your Money.” More than 
37,000 employees of the Consolidated 
Edison System will take part in the 
campaign, receiving a bonus of one dollar 
for each instrument sold. The drive is 
to be advertised in newspapers and other 
media, with the General Electric Com- 
pany contributing $50,000 to the general 
advertising fund and adding one dollar 
for each set purchased over the original 
50,000 units. R. H. Macy and Company 
are taking part for the first time in this 
campaign, as are Bloomingdales, Hearn 
Department Stores, Gimbel Brothers, 
Abraham and Straus, the Namm Store, 
Frederick Loeser and Company, and the 
Gertz Department Store. Davega Stores 


D. W. May of the General Electric Com- 
pany presents the first of the campaign 
radio-phonograph combinations to E. F. 
Jeffe, Consolidated Edison vice president. 


immediately placed an order for 1,000 
sets. 

The sets will be entered under the 
Feld-Crawford Act at a price of $23 for 
the alternating-current model, and $26.50 
for the direct-current model. Deferred 
payments over a ten-month period may 
be arranged. 


FOURTH ELECTRICAL LEAGUE CONFER- 
ENCE MEETS IN NEW YORK CITY 


G. W. Weston of Kansas City is 
New President; J. C. Bartlett, 
Vice President 


NEW YORK—As we go to press, the 
Fourth Annual Conference of the Inter- 
national Association of Electrical 
Leagues, convened October 4-6 in the 
auditorium of the Electrical & Gas Asso- 
ciation of New York. 

A stimulating and informative number 
of topics were up for discussion and an 
imposing list of the industry’s top-flight 
merchandising men were scheduled to 
speak. The welcoming committee con- 
sisted of A. Lincoln Bush, president, 
E. & G. A. of New York; Ralph Neu- 
muller, executive vice president of the 
association and I. A. E. L. president A. A. 
Gray, manager of Chicago’s Electric As- 
sociation. 

Of special interest to appliance men 
were the number of appliance executives 
on the program. The range and water 
heater market was covered by J. R. 
Poteat, manager of the range and water 
heater section of General Electric; the 
league’s place in refrigerator sales pro- 
motion was discussed by C. R. D’Olive, 
manager of the household appliance divi- 
sion of Stewart-Warner Corp.; and Neal 
Gallagher, president and general manager 
of Automatic Washer Company, Newton, 
Ia., discussed the part leagues can play 
in developing today’s and tomorrow’s 
washer and ironer market. In addition, 
traffic appliances were made a special 
subject for consideration by Frank R., 
Kohnstamm, sales manager, Westing- 
house merchandise department. 

Radio and television was a subject 
assigned to the capable hands of Major 


L. R. Lohr, president of the National 
Broadcasting adequate wiring 
was covered by A. B. Smedley of Ana- 
conda Wire & Cables ‘lighting by D. W. 
Atwater, manager of the commercial en- 
gineering department of Westinghouse. 

Most of the arrangements for the 
league convention were, as usual, in the 
hands of O. C. Small, secretary of the 
I. A. E. L. and manager of the business 
development department of NEMA. 

One of the interesting speakers on the 
program was Dr. Albert G. Young, 
medical director of the Corey Hill Hos- 
pital, Brookline, Mass., a completely air 
conditioned institution. Dr. Young de- 
clared that the future of our children’s 
health would be safe-guarded if ele- 
mentary schools were air conditioned. 

The speaker cited “controlled air” 
experiments with normal male subjects, 
lightly clothed, which showed that in- 
creasing the temperature and relative 
humidity of the air to severe summer 
conditions—98° Fahrenheit and 100% 
relative humidity—caused the subjects’ 
body temperature, pulse, and respiration 
to increase to abnormal proportions. At 
the same time, the subjects exhibited 
mental and physical symptoms of a 
patient suffering from a febrile condition; 
they felt weak and drowsy, preferred not 
to converse, and could carry out simple 
mental calculations only with great effort. 

The accomplishments of children in 
quiet, air conditioned school rooms, con- 
stantly supplied with clean moving air 
at the proper temperature and humidity, 
would be comparable to those of em- 
ployees in air conditioned offices, where 
a 51% increase in efficiency has been 
reported, with a 30% decrease in absences 
due to illness, Dr. Young predicted. 


Some Principals and Speakers at Electrical League Convention in New York City 


W. Neal Gallagher, president, 
Automatic Washer Co., and 
president American Washer- 
lroner Mfrs. Association, ad- 
dressed the meeting on home 
laundry problems. 
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Charles R. D'Olive, manager 
of the household appliance 
division of Stewart-Warner 
Corp., discussed the league's 
place in electric refrigerator 


promotion, 


1939 


Ralph Neumuller, executive 
vice president of the Electrical 
& Gas Association of New 
York, played host, along with 
Lincoln Bush, president, to the 
league convention. 


Ainsley A. Gray, managing di- 
rector of the Chicago Elec- 
trical Association, and presi- 
dent of the International Asso- 
ciation of Electric Leagues 
presided at sessions. 


Frank Kohnstamm, sales man- 
ager of the Westinghouse 
merchandise department, dis- 
cussed the league's place in 
promoting the sale of small 
electrical appliances. 
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Modern Ways Are Better 


Modern convenience contrasted with the drudgery of older methods of wash- 
ing is the theme of this three-stage laundry equipment display on the sales floor 
of the electrical appliance department of Barker Bros., Los Angeles store. The 
White Lily mechanical washer which dates from the year 1910 was priced at 
$115, according to the sign on the platform, while modern equipment can be 
had from $49 up. The tableau shown in the center of the sales floor attracted 


@ vast amount of attention and conveyed the story to all who were passing 
the store, 


Blectric Boudoir—G- E's Latest 


At the World's Fair (N.Y.) Home of Tomorrow, General Electric are showing 
this latest—the electric boudoir. It's the only one so far, says Carl Snyder, sales 
manager. Included in the cabinet are hair curler, immersion water heater, and 
hand iron (G-E), | hair dryer, massage vibrator and hair clipper (Wahl) electric 
razor (Schick). In addition, an electric clock, electric towel dryer and fan and 
a small radio are part of the ensemble. Fluorescent lamps complete the boudoir. 


Philco Celebrates 10th Year 


THE PHILCO 
ANNIVERSARY 


Left to right are Ernest B. Loveman, advertising manager, and Sayre M. Rams- 


dell, vice president, of Philco Radio & Television Corp., viewing one of the new 
“Anniversary Specials", and the new full color window displays just produced by 
Philco in conjunction with the nation-wide celebration of Philco's "Tenth Straight 
Year of Leadership” in the radio industry. 
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WAR EXPECTED TO INCREASE 
U. S. ELECTRICAL EXPORT BUSINESS 


WASHINGTON—Increased exports 
of electrical equipment from the United 
States are anticipated by all manufactur- 
ers as a result of the war, according to 
John H. Payne, chief of the electrical 
division of the Bureau of Foreign and 
Domestic Commerce. Opinion is uniform, 
Payne said, that the preoccupation of 
European countries in manufacturing 
munitions will prevent them from offer- 
ing serious competition to U. S. electrical 
exporters in practically all non- European 
countries. 

“IT expect the electrical equipment ex- 
port business to follow the general lines 
of other businesses and enjoy a sub- 
stantial boom, particularly in Latin 
America,” Payne said. “Perhaps we may 
even find an expanded market in Europe 
as its electrical factories are diverted 
into production of military supplies and 
munitions. 

The effect of the war on this business 
is just beginning to be felt, Payne said, 
and each day brings a change in the 
situation as various nations adjust their 
import restrictions and regulations to 
meet new conditions. 

The war probably will offer increased 
opportunities for electrical equipment 
sales to Latin America, where keen com- 
petition has been encountered from the 
Germans, in particular, on certain articles. 
In 1937, the last year for which figures 
are available, Germany stood second to 
the United States in the Argentine mar- 
ket in the sale of “materials for elec- 
tricity,” enjoying nearly one-fourth of 
the Argentine’s total imports. Germany 
led all other countries, including the 
United States, in supplying Argentina 
with such equipment as electric irons, 
electric cookers, percolators, toasters, and 


heaters; storage batteries (other than 
dry cell); electric service meters, and 
ammeters and voltmeters (other than the 
pocket type). In these lines, the United 
States may expect to fall heir to much 
of the trade abandoned by the Nazis, 
according to foreign trade experts in 
Washington. 

What applies to the Argentines also 
applies to Brazil, where Germany has 
made _ alarming inroads in the field of 
electrical equipment in competition with 
American exporters. In the past, several 
factors have contributed to the displace- 
ment of the United States from the top- 
ranking position. Brazil is a price market 
and often American electrical products 
have been placed at a disadvantage in 
competition with the cheaper foreign, 
particularly German, products. Further- 
more German exports were often sup- 
ported by premium which made possible 
correspondingly lower prices; and that 
country’s system of barter trade served 
to place German merchandise on a highly 
competitive footing which could not be 
attained by unsupported American prod- 
ucts. With the war, this situation has 
been changed almost overnight, and our 
exports to Brazil may be expected to 
rise insofar as American exporters are 
able to capture German losses sustained 
while the war is in progress. 

Although no definite information is 
now available for other Latin American 
countries, the same situation exists to a 
degree. Cuba, Mexico and Chile have 
all been growing electrical export mar: 
kets, and all have been invaded by Ger- 
man exporters. As German shipping is 
swept from the seas, Uncle Sam’s sales- 
men may follow in their stead to furnish 


the demand. 


U. S. ELECTRICAL REFRIGERATOR EXPORTS 


1938 —___ 1937 

Units Mfrs. Value Units Mfrs. Value 

dee 10,820 $ 677,100 14,071 $ 1,043,959 

Newfoundland & Labrador........... 224 20,372 265 22,158 

Central & South America. . 31,253 2,578,818 39,276 3,220,696 

Asia, Africa, Australasia, Philippines, etc. 50,842 4,304,564 61,754 4,804,484 
Other Places (West Indies, Hawaii, 
Puerto Rico, Virgin Islands, Cuba, 

16,676 1,561,119 21,946 1,971,937 

U. S. ELECTRIC WASHER EXPORTS 
1 938 1937 

Units Mfrs. Value Units Mfrs. Value 

13,361 $ 491,498 14,730 $ 505,01! 

& 258 10,513 164 7,458 

Central & South America............. 3,984 194,082 7,966 320,600 

Asia, Africa, Australasia, Philippines, etc. 16,711 755,399 9,433 412,774 
Other Places (West Indies, Hawaii, 
Puerto Rico, Virgin Islands, Cuba, 

4,701 254,230 5,329 268,473 

70,341 $2,854,993 61,949 $2,355,209 


Survey Shows Who Buys 
Mixers 


CHICAGO — Published in the new 
Hamilton-Beach food mixer catalog is a 
breakdown of income classes showing 
what groups buy mixers. It states: 


92 per cent bought by incomes over 


,000. 

21.1 per cent bought by incomes of 
$3,000 to $5,000. 

34.9 per cent bought by incomes of 
$2,000 to $3,000. 

28.4 per cent bought by incomes of 
$1,000 to $2,000. 

2.7 per cent bought by incomes of less 
than $1,000. 
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3.7 per cent bought by incomes not 
stated. 

It is estimated that there remains 
6,500,000 wired homes who are good 
prospects for mixers. 


New Chicago Office for Noma 
Electric 


CHICAGO —To 564 West Monroe 
Street, Chicago, has moved the Noma 
Electric Corporation. The new quar- 
ters provide 15,000 sq. ft. of floor space. 

. A. Brown has represented the firm in 
the Chicago area for the last 14 years. 
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Jerry Schuyler of Apex (right) and Ben Dodge, Meldrum & Fewsmith, exchange 


optimisms, 


C. G. Frantz, president of Apex, J. J. Nance, sales manager of Easy, and 
H. Paul Nelligan, vice president, Easy, listen intently to Paul Zimmerman of 


Grace and Bement. 


STAR KELVINATOR 
SALESMEN ENDORSE 
NATIONAL INSTITUTE 


Frank Snyder 
Presides Over Meeting 


DETROIT—Highest endorsement of 
the 1939 program of sales education of 
the Kelvinator National Salesmen’s In- 
stitute was unanimously voted by the 
Institute’s Advisory Council of high- 
ranking salesmen at its semi-annual meet- 
ing, just held near Detroit. 

Presiding over the meetings of the 
Advisory Council was its chairman, 
Frank S. Snyder, who has been an out- 
standing Kelvinator selling man in the 
employ of the Duke Power Company at 
Winston-Salem, N. C. In recognition of 
his services in behalf of the Institute, the 
Advisory Council formally awarded him 
the chairman’s gavel, which will remain 
in personal possession. 

Present and taking active part in the 
Advisory Council’s deliverations were 
Sidney Edlund of New York, noted sales 
counsellor and president of the Institute, 
and William Rados, the Institute’s man- 
ager. Also in attendance at the sessions 
were Thomas L. Craig, Miles H. Ditmer 
and R. A. Demmer, field representatives 
of the Institute. 

Besides Chairman Snyder, other mem- 
bers of the Advisory Council who took 
part in the meetings were Harry A. 


E. C. Buchanan of Holland-Rieger. 


Association president Neal Gallagher of Automatic and Art Carwardine of 
Electrical Merchandising are serious over something. 


John M. Wicht, General Electric, rises to comment and Harry Warren, Hotpoint, 


listens comfortably. 


Arthur P. Hirose of McCalls Magazine 
dising study on markets and promotion. 


presents a McCalls-Electrical Merchan- 


Meier, Fred Solway Company, Batavia, 
N. Y¥.; Morris Warnick, Federal Furni- 
ture Store, New Orleans, La.; Raymond 
J. Black, G. S. Blodgett Company, Inc., 
Burlington, Vt.; E. M. Bagley, Hulbert 
Stores, Eagle Rock, Calif.; Joe Morris, 
Coloniai Department Stores, Los Angeles, 
Calif.; Anson W. Sears, Poucher, Wood 
& Wallin, Inc., Poughkeepsie, N. Y.; 
Perry W. Briley, J. G. De Prez Com- 
pany, Shelbyville, Ind.; J. C. Crutchfield, 
Durham Public Service Company, Dur- 
ham, N. C.; Walter L. Gates, Home 
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Appliance Sales, Inkster, Mich.; C. F. 
Peglow, Northern States Power Com- 
pany, St. Paul, Minn.; George G. Kraft, 
Northern States Power Company, Minne- 
apolis, Minn.; John C. Boettger, Hess 
Brothers, Allentown, Pa.; and Fred D. 
Myers, Myers Electric Company, West 
Palm Beach, Fla. 

Kelvinator officials present at the Ad- 
visory Council meetings were J. Nelson 
Stuart, director of advertising and sales 
promotion; W. E. Saylor, sales promo- 
tion manager; and John I. Boyd, Mit- 


chell Moon and Ned Shattuck, all of the 
advertising department. 


1000 Apex Washers 
to Goldblatt's 


CHICAGO—Said to be the largest 
single washing machine order placed by 
a Chicago department store in years 
was the purchase in August by Goldblatt 
Brothers of 1,000 Apex washers. 

Wm. A. Reid, manager of metropoli- 
tan Chicago area sales for Apex was 


on the receiving end of the order. 
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50 DISTRIBUTORS PREVIEW 
1940 EASY WASHER-IRONER LINE 


a R: ACUSI The Easy distributors 
n Id September 11 and 12 in 
Syracuse was ended by more than 150 
nm I nferees included executives 
if distributor organizations 
ighout the country representing Easy 
i e Company's own field force. Many 
of these men had their first chance for 
a get-together with J. J. Nance, new 
general sales manager of the Company. 
New ‘ a considerable proportion of 
this gathering, Jim Nance had them all 
sitting on the edge of their chairs after 
the first te ninutes of his opening re- 
marks. In fact day's program was 
very iargely in 1s 4 
President Nelson opened the meeting 


with an address of welcome and 


a brief 
policy’ statement, followed by vice i 


presi- 


e! Paul Nelligan, who outlined the 
Company's t of view on the new 1940 
lin Mr. Nelligan stated Easy’s pro- 
gra as one resis ting the barrage of 
r\\ ices with a line of merchandise 
distinguished by features of great sale- 
ibility and value 

M : nade a dramatic presenta- 


with special em 


ti of the line itself 


phasis Easy's special feature—the 
Spiralat ishing principal. The Easy 
line this vear will be, more than ever, a 
mprehensive one There are eight 
models i the basic Easy line, supple- 
mented by other electric and gasoline 
ushers and four ironers. The basic line 
features the exclusive Easy Spirz alat 
New t year is the Spiralator available 
i popular ed washer. The Easy 
gram puts emphasis on the Spiralator 


is a specialty product Also in the line 
ire two new promotional models with 
gitator washing action at highly com- 


prices 


Something Sel sational was unveiled 


i Spindrier washer with Spiralator a 
tion priced at $99.95 “plus your old 
washer” on at ational basis. Mr Nance 
stated that this machine combines fea- 
tures never before offered by Easy within 
$40 or $50 of this new low price It is 


the lowest priced spinner the C 
marketed 


Wringer washers embodying the Spiral- 


ompany 
as ever 


ator action are also offered priced to 
encourage low-price washer prospects to 
step up into better price levels 


G-E's "Stay Electrically" Hits Boston 


Lloyd Hertzler, sales 
manager of G-E's 
cleaner division 


Atkinson, 


“Boney” 
cleaner division and a fair assistant who Inc., 


manager 


helped make the show lively. 
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| 


of G-E's 


During 


Spiralator 
showed in 
signs and 
embody. 

sales 


material tl 


dealers. G. W. Burns, assistant sales 
manager put on an impressive display 
of the company’s gas engine powered 


line. This 
Ww ringer models and will be Easy’s strong 


bid in the g 


After the 


for a tour 
meetings t 


The general 
sounded both by the company officials and 
distributors 
sections of 


lighted in 


who declared at the opening of the con- 


vention: 


“General indices 
general 
laundry 


trend of 
the home 
whole has 
all-time v 
turn in bu 


diction, hs 


in a slow 
example, « 
accounted 
sales than 


Litle 


promotion 
strongest line of promotion and display 


the program, chief engineer, 
gave a demonstration of the | 
and Turbulator actions. He 
detail the new wringer de- 
the sales features which they 
B. L. Finn, advertising and 
manager, displayed the 


vat Easy has ever had for its 


includes both spinner and 
xas washer field for 1940. 
meeting, Easy officers left 
of some forty cities for dealer 
» be held during the early Fall. 
note of optimism was 


present who came from all 
the country. This was high 
a statement by Mr. Nance 


and the present rising 
business indicate that 
appliance business as a 
an excellent chance to set an 
lume record in 1940. The up- 
siness, which leads to this pre- Co 
as been felt throughout 1939 i 
but steady upward trend. For 
yur company alone has already 
in the year to date for more 
in all of 1938.” 


$241,715,293 for R.E.A. 


WASHINGTON—With its 


announcement of 


lectrific a 
nounced tl 
the R.E.A 

715-20 


sents oper 


year. 
Details 


will go for 
Mississippi, 


Colorado, 
and 


And 


works 


Penns 


most recent 
allotments, the Rural 
tion Administration has an- 
Jat its total expenditures since 
was established in 
13, of which $17,584,000 
ations during the 


1935 is for 
repre- 
current fiscal 


junked 
in such 
of the $478,000 announces they 
lines in lowa, Minnesota, 
Oregon, Texas, Virginia, 
Louisiana, Michigan, Montana 
ylvania. 


stocks ; 


H. E. Dexter, 


refrigerators 
complete 
2,910 boxes, 


the remaining, 
tioned for 


department stores 


A group of dealers look over G-E's appliance display rooms after the 
"Stay Young Electrically" 
the campaign was officially launched in this territory 


sales session at Boston headquarters where 


here's J. W. Mclver of Maxon, 
ad counsel, giving the boys the 


Glenn Chaffer, 
G-E's laundry division, 
"Mrs. Wrinkle” 


Inc., show 


passed 


were 


dealers 


were 


either 
mechanical 
expenditure on them was warranted. 
590 boxes were re-condi- 
trade-in 
dealers 


from 
sold to 
and re-sold by 


2,900 BOXES GO 
THROUGH PHILLY RE- 
BUILDING PLANT 


PHILADELPHIA, 
factual report of the 
erator Plant, 


Pa.—The 


Associated Refrig- 
that during the 
approximate 8 months of operation, 2,910 
through the 
re-conditioning. Of 
836 or 


28 per 


shape 


their 


C. M. "Woody" Wil- 
son, G-E manager at 
Boston, was host 


OCTOBER, 


manager of 
poses with 


cent 
out-moded 
that 
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The Electrified Farm at the New York World's Fair was the scene of a meeting 
of the Edison Electric Institute rural sales conference recently. 
chairman of EEl's sales committee; Merrill E. Skinner of Buffalo, 
Niagara & Eastern Power; and P. E. Powers, vice president of West Penn Power 
Pittsburgh 


Left to right: 


The balance are awaiting shipment. 

In commenting on this report, Andrew 
J. Asch, Jr., vice-president of the com- 
pany, said: 

“Local Peete stores such as H 
Snelleburg, Gimbel’s, Hecht’s of Balti- 
more, and Frank & Seder of Pittsburgh, 
have handled these boxes for a period 
ranging up to nine months and, to date, 
several have placed at least fifteen repeat 
orders. 

“We also find that department stores 
have made an average mark-up of 42.5 
per cent on the sale of refrigerators 
which have been re-conditioned and the 
dealers have made this much and more 
on the sale of trade-in boxes re-condi- 
tioned by us, although because of the 
large amount of the allowance made on 
some of the boxes, many dealers re- 
ceived a lesser mark-up. In any event, 
all of them have turned an unprofitable 
transaction into one which was profita- 
ble.” 


Stokers Gain in Minneapolis 


Home heating equipment installations 
for the first eight months of 1939 in 
Minneapolis, according to figures re- 
leased by the North Central Associated 
Electrical Industries, showed that stokers 
have a gain over 1938; oil burner sales 
are off; and gas furnaces practically the 
same. Figures for the first eight months 
of 1939 are: Oil burners, 1938, 765—in 
1939, 642; stokers, 271 in 1938, and 335 
in 1939; gas furnaces, 1,537 for 1938 
1,535 for 1939. 

Credit for the increase in stoker sales 
has been given to an advertising cam 
paign that has run during the summe: 
months. 


Wisconsin Valley Association 
Organizes 


CHICAGO — With 
Milwaukee association, the Wisconsin 
Valley Electrical Appliance Dealers As- 
sociation was organized last month with 
a membership of 35 retail appliance deal- 
ers in the territory including Wausau, 
Merrill, Antigo, Stevens Point and Wis- 
consin Rapids. 

K. Z. Moore of The Fair Store, Wau- 
sau, is temporary president and D. M. 
Lipman, Lipman Hardware & Appliance 
Store, Stevens Point, is temporary sec- 
retary. 
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NO COMPLAINTS WITH 
G-E MAZDA LAMPS... 


2s OU see I figure that any electrical product that 
bears the General Electric monogram must be good 


because those G-E fellows spend a lot of time and money 


-om- in research and development every year to make their 
i products better and better. 

rgh, 

_ “Take G-E MAZDA lamps for example. Each year they 
‘tin give more light for the money than they did the year 
a2 before because they stay brighter longer. Probably that’s 
= one reason why none of my customers ever complain 
. about these bulbs. I know it’s one good reason why I 
re- stock and sell them. And believe me, they’re a profitable 
ible traffic item, too!” 


5 REASONS WHY DEALERS WILL SELL MORE 
G-E CHRISTMAS TREE LAMPS THIS YEAR... 


1. G-E Mazpa Christmas Tree lamps stay brighter longer, and they’re priced 
right to sell fast. 


2. They will be nationally advertised in full-page, four color ads in December 
9th Saturday Evening Post and December 16th issue of Liberty. 


3. This year, more than ever before, promises greater interest in home and 
community lighting contests. 


4. Displayed in your window, they will bring more traffic to your store. 


5. Look for this full page color ad when it appears in the magazines, and put 
it in your window with your lamp display. 


G-E MAZDA LAMPS 
GENERAL @ ELECTRIC 


2 THEY STAY BRIGHTER LONGER 
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Kelvinator 
b, Frank R Pier e, gencra sales man 
ig he Kelvinator Division of Nash- 
Kelvinator Corporation, today announced 
ippointment of Charles T. Lawson as 
sales manager of Household Appliances 
lawson, who until recently was house- 
sales manager of the General 
Motors’ Frigidaire Division, will have 
urge of all Kelvinator and Leonard 
etrigerator, electric range, electric water 
eater, washing machine and ironer sales, 

nce 


CHARLES T. LAWSON 


has been identified with the 
lectrical appliance business for more 
than 20 years. He started in the engi- 
eering department of Westinghouse 
lectric Company after being graduated 
m Virginia Polytechnic Institute, 
vhere he obtained a Bachelor of Science 


legree in mechanical and electrical engi- 


iwson 


neering. In 1917, he was transferred to 
the sales section of the company, and in 
1921 he left to go to Dayton, Ohio, as 
sales manager for Day-Fan Electric 


Company 
He became president of this com- 
any, and when the company was taken 
ver by General Motors in 1927, was 
general manager. In 1932, he 
0 ‘rigidaire Division of Genera 
Motors and since 1934 was Household 

sales manager of the company 

Luring the World War Lawson served 
United States Marines as cap 

Division, A. E. F 


with the 2nd 


vice 


1 


ith the 


Kelvinator (Eastern Sales) 


Frank R. Pierce, general sales man 
ier of Kelvinator Division of Nash- 
Kelvinator Corporation, today announced 


Farrell as 
H musehold 


1¢ appointment of Thomas A 
] manager of the 


of the corporation 


THOMAS A, FARRELL 


Farrell res 
sales manage 
ot General 


over this 


igned recently as eastern 
of the Frigidaire Division 
Motors Corporation to take 
position with Nash-Kelvinator 
ation. He served for eleven years 
with Frigidaire and was headquartered 
at Dayton, Ohio, factory center of this 
Gene eral Motors Division. He was 
Frigidaire eastern sales manager for four 
years and prior to that served as regional 
| zone manager of the company. 


Corpor 


ranch and 
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Rew Positions of the Mouth 


= 


Frigidaire 
ik. G. Biechler, general manager of 
Frigidaire Division of General Motors 


announced the 


Bratten as head 


wration today 


tment of P. M 


P. M. BRATTEN 


of all activities in the household sales 
division, effective immediately. Prior to 
his appointment today, Bratten has been, 
for several years, manager of the com- 
pany’s Fort Worth Sales District, with 
headquarters at Fort Worth, Texas. 
sratten is a former Daytonian and be- 
fore his transfer to the Fort Worth dis- 
trict had been connected with the sales 
department of factory headquarters here. 


Eureka 
Henry W. 


Vacuum 


3urritt, president of Eureka 
Cleaner Company, Detroit, 
Michigan, announces the appointment of 
Edward P. Wells as vice-president and 
general sales manager, effective Septem- 
ber 18th. 

Nationally recognized as one of the 
sutstanding merchandisers in the elec- 
ical appliance and household products 
fields, Mr. Wells secured a great deal 
of his knowledge of the appliance busi- 
ness during former association with the 
Eureka Company. This experience cov- 
ered a period of more than ten years, 
during wl! ric h time Mr. Wells was active 
n every f selling, including con- 
sumer house to house, contacting dealers 
listributors, jobbers and public utilities 


pl lase 


EDWARD P. WELLS 


Mr. Wells also managed several of the 
Company's largest branches. 

In 1933 Mr. Wells was elected a direc- 
tor of the Kalamazoo Stove Company 
and became vice-president in charge of 
sales. Under Mr. Wells’ management the 
number of branches increased from 
about ninety to over two hundred seventy. 
These seven years were the most pros- 
perous in the history of the Company. 


H. W. Burritt, president of Eureka 
Vacuum Cleaner Company announces the 
election of George W. Phister to the 
office of secretary 
company and the ap 
Bennett to the 1 


and treasurer of that 
pointment of 
position of 


Clark 


comptroller 


CLARK BENNETT 


G. W. PHISTER 


Mr. Phister, formerly vice president of 
Eureka Vacuum Cleaner Company and a 
member of the Board, has been with Eu- 
reka over nineteen years. Mr. Bennett, 
formerly assistant secretary-treasurer of 
the Packard Motor Company, joins the 
Eureka organization after more than 17 


years of continuous service with Packard. 
Dumont 
The appointment of Mark B. Lajoie 


to the post of general 
of September Ist, 
Allen B. DuMont 
saic, N. J. He 
Cramer, resigned. 

For some time past Lajoie has headed 
DuMont television sales in the New 
Jersey territory, following years of 
Philco merchandising experience. 


sales manager as 
is announced by the 
Labs., Inc., of Pas- 
succeeds Leonard F. 


Fred J. Hatch 


Fred J. Hatch for the past 14 years 
advertising and sales executive for the 
Wisconsin Public Service Corporation 
has joined Don. H. Stringer & Asso- 
ciates, Chicago and Milwaukee point of 
sale advertising organization. Mr. Hatch 
will serve as an account executive and 
will specialize in appliance advertising 
and merchandising. 


May Oil Burner 


Edward P. Hayes, formerly general 
sales manager of Fox Furnace Division 
of American Radiator and Standard 
Sanitary Corporation has joined the May 
Oil Burner Corporation as vice president 
in charge of sales. 


OCTOBER, 


General Electric 


Boyd W. Bullock, for the pas: 17 
years associated with the publicity de. 
partment of the General Electric Com. 
pany at Schenectady, has been appointed 
advertising manager of the company’s 
appliance and merchandise _departn at 
it Bridgeport, Conn., by H. L. André 
vice president in charge of 
activities. Since 1933, Mr. Bullock has 
been assistant manager of the publicity 
department, closely associated with ap 
paratus and institutional advertising and 
broadcasting 


BOYD W. BULLOCK 


The appointment of an appliance ad- 
vertising manager to co-ordinate and 


direct the promotional efforts of | the 
various G-E appliance sections is an- 
other step in the consolidation of al 


of the companys public relations activi 
ties it is announced by Chester H. Lang 
general advertising manager. The trans 
fer of the G-E specialty appliance divi 
sion from Cleveland to Bridgeport 
which is currently being carried out 
facilitates and simplifies such a move. 

Charles E. Wilson, executive  vicé 
president of the General Electric Com 
pany, also announced the appointment oi 
a new committee to have responsibility 
for the policies and co-ordination of Gen 
eral Electric advertising. Chester H 
Lang of Schenectady, advertising mar 
ager of the company, is chairman of th 
committee and in this capacity will serv: 
as a member of Mr. Wilson’s staff iv 
connection with advertising and publicity 
matters. 

Other members of the committee ar 
B. W. Bullock of Bridgeport, Conn 
recently named as advertising manage 
of the Appliance and Merchandise de 
partment of the company, and H. F 
Barnes of Cleveland, Ohio, sales promo 
tion manager of the Lamp department 


Cc. G. YEATMAN 


Wabash Appliance 


C. Guy Yeatman, formerly one of th« 
New England lamp salesmen for Wa 
bash Appliance Corp., Brooklyn, N. Y. 
has just been promoted to exclusiv 
factory representation for the entire New 
England territory on Sun-Glo and Wa- 
bash Superlite light conditioning bulbs. 
The announcement was made by H. L 
Bernstein, director of sales. 
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I'm the VAC-KIT 
FOR DIRT ZONE 1 


Merchandising Program 


[i'm the FLOOR MODEL 
FOR DIRT ZONE 2 


mone MILLION ABSOLUTELY UNIQUE 
MESSAGES IN NATIONAL FLOOR DISPLAY—STOPS 


CUSTOMERS, CUTS SALES 
EFFORT IN HALF, 


ELECTRICAL MERCHANDISING—OCTOBER, 1939 


TWO GREAT PROMOTIONS 


for the most important development 
in home-cleaning history! 


Premier's great co-stars—the Vac-Kit and the Floor Model Cleaner—are 
headed for top popularity! Women go for this combination because it’s 
the first complete vacuum-cleaning system—dealers too, because sales 
records are being cracked by the big double promotion of this double- 
feature! Millions of national ads are bringing Premier buyers into stores 
—and dealers are doing a real selling job with the handsome, all-metal 
Floor Display Premier has made available without charge. For double 
profits get behind Premier’s double promotion—in double-quick time! 


TO CASH IN ON NEW IDEA AND DOUBLE PROMOTION GET UNIQUE FLOOR DISPLAY NOW! 


Send this coupon at once to Electric Vacuum Cleaner Co., 1734 Ivanhoe Rd., Cleveland, O., 
to learn just how you get this new Floor Display and other sales helps. 


NAME 


COMPANY 


ADDRESS——_—_— EM-10 
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REVOLVING BRUSH 
FLOOR MODEL 


(WITH HEADLIGHT) 


REVOLVING BRUSH 
HAND CLEANER 


MODEL 157 
SELLS FOR 
$16.95 


SELL 
| THEM BOTH 
FOR ONLY 


Good Housekeepin 
Se, * Institut 


MR. DEALER: vou know tus 1s an 


EXCEPTIONAL COMBINATION FOR YOU TO OFFER 
YOUR CUSTOMERS FOR $39.95 


Phone Your Royal Distributor Today 


_ THE P. A. GEIER COMPANY 


540 E. 105th ST., CLEVELAND OHIO a 
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Toastmaster 


C. Y. Goss and G. W. Yeoman have 
just been added to the sales staff ‘of the 
Toastmaster Products Division of the 
McGraw Electric Company. Mr. ‘Gods 
will be stationed in the New York office 
of this company, and will work under 
the direction of J. K. Munger, Eastern 
district manager. Mr. Yeoman will be 
stationed in the Chicago office and will 
cover the Chicago territory under the 
direction of S. J. Sutton. 

Harry B. Davis has also been added to 
the sales department, and will work in 
the office of the sales department at the 
factory at Elgin, Illinois. 


Blackstone 


Blackstone Mfg. Co., of Jamestown, 
’. announces the appointment of 
Arthur M. Calais as Florida representa- 
tive. Mr. Calais was for ten years con- 
nected with Columbia Phonograph Com- 
pany in the southeast and for the past 
several years has been in the radio and 
radio parts business in this same terri- 
tory. 


ARTHUR M. CALAIS 


Wilbur B. Driver 


Victor O. Allen has been named Tech- 
nical Director of the Wilbur B. Driver 
Company, Newark, New Jersey. For the 
past five years Mr. Allen has been as- 
sociated with the Radio Corporation as 
consulting and research engineer. 


VICTOR O. ALLEN 


Starting with Carnegie Steel Company 
during college vacation, Mr. Allen has 
previously been connected with Union 
Carbide and Westinghouse. From 1932 
he was Assistant Chief Engineer with 
De _ Forest-Radio until absorbed by 
R.C.A., in 1932 and from that date to 
1934 he was in charge of power tube 
development and research for Hygrade 
Sylvania Corporation. 


Meyer Stores 


Appointment of S. V. Abramson, as 
general manager of the appliance and 
radio department of the Meyer Stores in 
Milwaukee has been announced. Mr. 
Abramson is a veteran and is known 
throughout the Chicago territory. 


OCTOBER, 


Viola Decker 


After foulteen years of demonst. iting 
‘the mysteries of electric ranges, Mis 
*Viola Decker, Philadelphia district jon, 
“economist for the Edison General ‘lec. 
‘tric ‘Appliance Company, has gone wit 
Miss Jessie W. DeBoth, 750 Lake or, 
Drive, Chicago, and will devote her tim 
to newspaper cooking schools. 


VIOLA DECKER 


Moock Electric Supply 


G. M. Nutter, manager of the Cleve- 
land branch of the Moock Electric 
Supply, has been named general sales 
manager of the company with head- 
quarters in Canton, O., according t 
H. M. Moock, president. 


A. F. Dormeyer Mfg. Co. 


C. L. Bradford has been appointed 
Chicago representative of the A. F 
Dormeyer Mfg. Co., succeeding L. C 
Zaret who has resigned to accept a posi- 
tion as Chicago representative of the 
S. W. Farber Co. The Merchandise 
Mart display offices of the company have 
been moved from Room 1498 to 1472 
according to G. A. Boivin, sales manager 


Norge 


Advancement of James A. Sterling. 
formerly advertising and sales promotion 
manager of the Norge Division, Borg 
Warner Corporation, to the post of gen- 
eral merchandise manager for all Norge 
products results in the appointment oi a 
successor to head Norge advertising. 

George G. Whitney, for some years 


past assistant advertising manager, 
succeeds Mr. Sterling as advertising 
manager. 


GEORGE W. WHITNEY 


Mr. Whitney has had a long and suc 
cessful career in advertising in both th: 
automotive and the refrigeration fields 
For some time he was assistant adver 
tising manager of the Olds Motor Works 
prior to which he held a similar positio: 
with another mechanical refrigeratio: 
company. 
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Manning-Bowman 


M.~ Tassie, president, Manning, 
Zowman & Co., Meriden, Connecticut, 
nas enmounced the appointment of J, C. 
\dams as chief engineer at the Meriden 


- 
3 
J. C. ADAMS 
Mr. Adams, a graduate of the Uni- 


versity of Michigan School of Electrical 
Engineering has been with General 
Electric Company for the past sixteen 
vears. Prior to 1932 when he was ap- 
winted Assistant to the managing engi- 
eer at General Electric, Bridgeport, 
Mr. Adams was designing engineer for 
he Edison Electric Appliance Company 
t Chicago. 


Cincinnati Electrical Association 


Matt Williams, Crosley Distributing 
Corp., was elected president of the major 
appliance division of the Cincinnati Elec- 
trical Association at the annual election 
at the Hotel Gibson, September 12. 

Mr. Williams served as vice president 


MATT WILLIAMS 


last year and also as president of the 
radio division of the association. 
Others elected were Harry Knodel of 
the Harten-Knodel Distributing Co., vice 
resident; Carl Heller, Graybar Electric 
Co., secretary; and John S. Kelley, Jr., 
the Kelley-Mason Co., treasurer. 


Electromaster 


GERALD HULETT 


Gerald Hulett is back at his old job as 
sales manager of Electromaster, Inc., 
according to an announcement by R. B. 
Marshall, president. Mr. Hulett was re- 
ently with Bendix. 


LIGHTNING STRIKES 


GIBSON’S 1940 


TWICE 


In °39 Gibson topped 
the industry's sales 
average by 92°) by 
providing a fine refrigerator 
at a traffic-building price. 


IN 1940 GIBSON REPEATS! 


With Gibson’s 1940 SHORT LINE you 
can sell every prospect, from the lowest- 
priced prospects to the ones who are 
brought in by this low-priced marvel 
but sold a costlier Freez’r Shelf model 
—all WITHOUT big _ investment! 


Gibson is geared to your "40 needs! 


INQUIRE NOW! 
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Without 
0k aly 
Sho, 


She Only, 


“It Has Everything” 


AndaComplete SHORT Line, 
Scaling Up, Covering Entire 
Market with Small Stock 


Retail List F. 0. B. Factory 
Slightly Higher, South and Far West 


Now another Gibson Champion—KOOK ALL—out-doing 
Gibson’s 1939 advance of 92% over the refrigerator industry. 
Picture this beauty on your floor, at this price. loaded with 
the wanted kitchen features! While it earns profit, it also 
is the spearhead of a SHORT step-up line that covers the 
market, getting TURNOVER at top profit WITHOUT 
heavy investment! It’s the perfect profit picture. Act now 
before your area is assigned! 


Price! Beauty! Free Dealer-Signed Outdoor Advertising! 
5-Heat Chromalox Units! 2-Element 

Oven! Plus 1940’s Big News... KO 0 K ALL 
Get this sales-clinching kitchen talk: KOOKALL is the 
1910 range rage. In models ER-390-J, K and L, the 5-heat 
Master Kookall steams. deep-fat fries, AND BAKES— 
does half the cooking on the surface, without using big 
2-element heat-and-floor-sealed oven. All flat surface ele- 
ments 5-heat Chromalox. All switches pilot-lighted. Eye- 
angle switch panel prevents stooping, is out of children’s 
reach. With optional oven timer, user “sets it and forgets 
it.” At $99.95, GIBSON, the ONLY KOOKALL Electric, 
makes 1940 hold the same promise as 1939 held for Gibson’s 
$99.95 step-up refrigerator line—THAT’S LEADERSHIP! 


GIBSON ELECTRIC REFRIGERATOR CORPORATION 
GREENVILLE, MICHIGAN 


Export Office : 201 N. Wells St., Chicago, U.S. A. 
Cable Address: Gibseleo, Bentley Code 
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A GOOD-LOOKING 
ELECTRIC ALARM? 


FOR VOLUME SALES, 


YOU MEAN ME— 
THE NEW 


SETH THOMAS 


ECHO 
AT ONLY *5.95 


DISPLAY THIS NEW, 


POPULAR-PRICED ELECTRIC ALARM! 


HIS new Seth Thomas electric 
alarm the Echo— offers one 
of the greatest volume possibilities 
clock Seth Thomas has 


produced in years. Made with the 


ol any 


care and workmanship you have 
always associated with Seth Thomas 
clocks, the Echo sells for only 
$5.95. No wonder retail merchants 
are enthusiastic about such a value. 

(nd here’s why the Echo appeal- 
to consumers... 
... Its beautiful — encased in rich. 
venuine walnut and mahogany. 
... Its precise has slow speed motor 
whieh means quiet operation, long 
wear, 

. It has prestige —for it is a product 
of the outstanding clockmakers of 


(America since 1815, 


PROCTOR WALL CLOCK. In three 
sttractive colors—light ivory, light red 
or pastel green moulded case. Self- 
starting Electric, Retails at $4.95. 


... With all of these advantages. it 
retails for only $5.95, 

Combine these qualities in a 
clock which has the wide appeal 
and general utility of an alarm, 
and you have a clock which will 
travel across your counter as fast 
as you can stock it... for it will 
sell itself. 

For fall turnover, stock up on 
the Echo today. And don’t forget 
the other popular clocks in the 
new Seth Thomas line. Be sure to 
see them all—particularly the ones 
pictured below. 

Then call or wire your jobber. 
Or write Seth Thomas Clocks, De- 
partment FF, Thomaston, Conn., 
a division of General Time In- 
struments Corp. 


#6E CONSOLE, For cabinet or man- 
tel. Rich brown mahogany with diago- 


nally matched veneer on front. Strikes 
hours, half hours. Retails at $17.50. 


FOR EVERY ROOM IN THE HOME 
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The booth above, a display at a recent Dutchess (N.Y.) County Fair, is interest- 
ing for two reasons: It shows the close tie-in between dealers in the territory 
of Central Hudson Gas & Electric, insofar as closely following company promo- 
tional activity; and it is the first picture we have seen where a dealer exhibited 
both high-priced kitchen and low-priced. The kitchen at the right sells for 
about $1,100—that at the left for about $129.50 installed. 


It consists of a 


lift-top refrigerator, a 1'/2 gal. electric water heater, and a “Mealmaster" com- 
bination roaster and hot-plate, developed under the direction of H. E. Dexter, 
commercial vice-president of Central Hudson. 


FOR YOUR INFORMATION ... 


When the United States Lines’ big- 
gest ship, the America, slid down the 
ways August 31, the 16-million dollar 
ship was completely equipped with 
Edison-Hotpoint cooking equipment. 
There are 20 electric ranges, 5 
broilers, 4 fry kettles, 3 bake ovens, 
17 egg boilers and miscellaneous de- 
vices. 


Stewart-Warner held four sectional 
meetings in September to show six 
new radio models added to line. Meet- 
ings were held in New York, Chicago, 
Dallas and San Francisco. The line 
now totals 31 models, according to 
L. L. Kelsey, radio sales manager. 


* * * 
September 23-30 was “Labyrinth 
Radio Tone Week to Stromberg-Carl- 


son dealers and distributors. The week 
went over big in the past two years, 


| 
| 


says radio sales manager Lee Mce- 
Canne. 
* * * 


Eight leading New York department 
stores have been designated as co- 
operating dealers by the Consolidated 
Edison Company and will share in th 


| cooperative dealer-utility merchandis 


| Gimbel’s, 


the future. The 
Bloomingdale’s, Macy's 
Stern's, Gertz, oeser’s 


ing campaigns in 
stores are 


| Abraham & Strauss and A. I. Namm 


| ing installations by permission of the 


* * 


Wabash Photolamp Corporation 
have announced that their Superflas! 
Photolamps have been okayed by Pos: 
Office authorities for sending through 
the mails. 

* * 


The Electric League of Indianapolis 
becomes the 28th group to certify wir- 


W indow Sells 25 lroners in Week 


LADIES BE SEATED. 
Mact The 
HORTON 
DO-ALL 1RONER 
. 29% 


ROLL 
THERMOSTATIC 


* 
Swit 


Tip 


One answer to ironing machine promotion may be a little more liberal use of 


window display space. 


In the above window, featured by Wolf & Dessauer, Fort 


Wayne, Ind., department store, 25 ironers were sold by a single salesman in one 
week. Sales were traced to the window because customers came in asking to see 
the ironer displayed. Another help was that a man was given the job of demon- 


strating the ironer rather than a woman. 


portable job. 
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The ironer is the new Horton Do-All 
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Nati nal Adequate Wiring Bureau 
,. |. Callaway is chairman of the 
amriittee. 

Stoker sales in St. Louis for first 
seveli months of this vear are ahead 
combined oil and burners. 
There were 727 stoker installations 


says the St. Louis Smoke Dept., as 
against 154 oil burner and 280 gas 
wrner jobs. There's a big campaign 
m gas house heating, too 


* * 


\ total of 128 utility companies con- 
tributed to the 13th annual survey of 
sales of commercial electric cooking 
quipment, just released by the Com- 


| 


mercial Electric Cooking Council, says © 


P. M. Alden, Council chairman 
\ big order for 4-cu. ft. model | 


Kelvinators has just been placed by 
Fred F. French for his new Inter- 
achen Gardens apartment project in 
Eastchester, N. Y. There are 525 
ipartments in the building. 


* 


Kulka Electric Mfg. Co., announce 
the opening of a modern plant for the 


manufacture of electrical wiring de- 
vices for the lighting fixture and 
jobbing trade. 


*_ * * 


By August |, the Philadelphia Elec- 
tric Company ended a 12-month period 
n which the average use per residen- 
tial customer in its territory reached 


1,000.1 kilowatt-hours. The average 
family paid a bill of $36.71 per year 
ind the average cost was 3.67 per | 
kilowatt-hour. During the past nine 
years, there have been sold 400,000 
electric refrigerators, 44,000 electric 
ranges and 23,000 electric water 
heaters. 
*_ * * 


Walter F. Drury, eastern manager of 
Graybar and J. I. Colwell, North- 
western district manager, have both 
completed 35 years of service with the 
company, 


* * 

Reno Sales Corp., wholesale dis- 
tributors, are now located at new 
quarters—739-41 Flushing Ave. 
Brooklyn. 


* * 


The “New 1939 Utility Chart,” pub- 
lished by Robert A. Burrows, Pitts- 
burgh, Pa., is ready for distribution. It 
is the first revision since 1936. 


* * * 


The Appliance Mart, 23 Sussex Ave., 
Newark, N. J. are seeking franchises 
as manufacturers agents for major ap- 
pliances. They have a modern plant 
with 7,000 feet of floor 
facilities for display, warehousing, serv- 
ice and delivery. A. P. Hummers is 
president of the company. 


* 


First prize of $250, offered by the 
Modern Kitchen Bureau, for the best 
series of newspaper ads on electric 
water heating, has been won by M. G 
Gorrow, Wisconsin Michigan Power 
Co., Appleton, Wis. Second prize, 
$100, went to Fred E. Eriksen, ad- 
vertising manager, Wisconsin Electric 
Power Co., Milwaukee. Third prize, 
$50, to K. J. Haines, advertising man 
ager, Illinois Northern Utilities Com 
pany, Dixon, 


* * 


O. R. Doerr has been appointed 
general sales manager of the Pacific 
Gas and Electric Company, undertak 
ng his new duties on September | 
He has for some time been chairman 
£ the general office sales committee, 
iow taking over the office which has 
een vacant since the death of Hugh 
M. Crawford. 
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HESE fingers belong to prospects 

who want to buy. Will they point 
to your name and bring unsolicited 
sales to you? 

They will, if you are in the ‘yellow 
pages’ under the brands you sell and at 
every classification of your business — 
Electric Products and Services, Oil 
Burners, Radios, Ranges, Refrigerators, 
Stokers, Vacuum 
Water 


Sewing Machines, 
Cleaners, Washing Machines. 
Coolers, ete. 

As an indication that the Classified 
vets results, here is an excerpt from a 
recent dealer letter. 

“We can trace a considerable num- 
ber of sales to our listing. We also know 
that a substantial volume of service busi- 
ness is directed to us by the Classified.” 

Just call your local tele- 
phone business office and ask 4B, 


for the Directory man. 
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CLASSIFIED TELEPHO! 
q | | SEATTLE PrrrsBURGH CLASSIFIED = 
@ 
a 
| 
} 
i 
- 
t gio & Appliance . 
", 021 wEeLey & 
383 
mon ses: : 
‘ 
olis A 
| TAKE CARE 
AS 
| 


an All-Aluminum Washing Machine! 


No, there’s no washing machine like the one 
pictured here. But there’s no reason why there 
shouldn’t be. Aluminum is being used for many 
of these parts by various manufacturers, and by 
others on products subjected to similar operat- 
ing conditions. And with complete satisfaction. 

Aluminum dresses up equipment. It looks 
substantial, promising years of low-cost service 
and attractive appearance. Prospects are more 
likely to say, “I want this washer.” 

Aluminum agitators are standard on most 
washers. Their lighter weight makes laundry 
work easier; also it reduces the inertia of the 


part, thereby putting less strain on driving 


mechanisms. You'll find Aluminum tubs, lids 
and wringer parts; all contributing to finer 
appearance — increasing salability of the 
machines — improving performance, providing 
superior resistance to corrosion. 

You may not be a washing machine manu- 
facturer. But, surely, you have places where 
the lighter weight, strength and resistance to 
corrosion offered by Alcoa Aluminum Alloys 
will enable you to improve your products 
or cut costs. Our engineers will gladly help 
you determine the facts. ALUMINUM COMPANY 
or America, 2160 Gulf Building, Pittsburgh, 


Pennsylvania. 


National Washer and lroner Week, October 14-21 
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‘the movement through presentation if 


MILWAUKEE UNION 
ASK LICENSING 


MILWAUKEE—As a means of op. 
trolling bootlegging of electrical . pli- 
ances, Herman J. Burbach, bus ne« 
representative of the Household F irpj. 
ture & Appliance Salesmen & Ser ice 
men’s Union, Local 1343, Milwaukee, has 
advanced the proposition of asking fo; 
State legislation to license all sale<me; 
and dealers in the furniture and applianc, 
field. The Union is asking the Wis. 
consin State Federation of Labor to !ack 
resolution at the Federation's annual 
convention at Wausau. 


Following is the resolution presented 
WHEREAS, the retail furniture and appliance 
business has been beset bv certain y ious 
practices on the part of wholesale dealers an 
salesmen, and, 
WHEREAS, such vicious practices included: 
(1) The sale of used furniture as new furniture 
(2) The advertising by retailers of furr ture 

at prices which are claimed to be whole. 
sale prices; but which in effect are not: 
(3) The direct sale to the consumer by the 
wholesaler at prices which are represented 
to be wholesale prices, but which in truth 
and fact are not; and, 
WHEREAS, certain retail and wholesale dealers 
and certain wholesale and retail salesmen have 
engaged in practices and tactics by virtue of 
false and misleading advertising, misrepresenta 
tien, and offering of inducements to prospective 
customers, which are a lure to the cupidity of 
such customers and which result in the failure 
of the prospective customers to receive value 
for prices paid, and 
WIIEREAS, the extent and nature of such 
practices are such that the entire retail and 
wholesale furniture ard appliance industry is 
rapidly becoming demoralized, in ill repute, and 
is attracting to it dealers and salesmen not 
having the requisite moral qualifications in their 
dealings with the public, and. 
WHEREAS, the Household Furniture and Ap- 
pliance Sales and Service Ven’s Union, Local 
1343, affiliated with the Retail Clerks’ Inter. 
national Protective Association, the American 
Federation of Labor and the Wisconsin State 
Federation of Labor, has dedicated itself to 
elimination of these practices for the benefit 
and wwelfare of its members, the industry 
generally, and the public generally, and, 
WHEREAS, it is not feasible to thoroughly 
eliminate such conditions unless legislative sup- 
port is had, 
THEREFORE, BE IT RESOLVED that the 
Wisconsin State Federation of Labor, in con 
vention assembled, go on record to sponsor 
legislation which will require the licensing of 
retail salesmen, retail dealers, wholesale sales 
men, and wholesale dealers in the furniture 
and appliance business, which licensing legisla- 
tion will embody standards to be met by such 
persons before being entitled to such licenses, 
ana which legislation shall further provide for 
the revocation of such license if any holder 
thereof should engage in practices which are 
defined to be inimical and contrary to the best 
interests of the working class and the people 
of the state. 


FREE RANGE WIRING 
IN CHATTANOOGA 


CHATTANOOGA—Some $30,000 has 
been set aside to pay the cost of free 
installation of electric ranges and water 
heaters by the Chattanooga Electric 
Power Board, it has been reported in 
Tennessee newspapers. A “parade of 
power” exposition was held Sept. 5-9 in 
Chattanooga. 

The Power Board which runs a2 dis- 
tribution system with TVA electricity 
does not sell appliances itself. 


Sales training classes for dealers on 
Washington Water Power Company 
lines have been in full swing during 
the summer months. Among the firms 
whose employees have enjoyed this 
opportunity are the Jensen-Byrd Com 
pany of Spokane, the C. C. Andersor 
Company, Lewiston Furniture Com 
pany, Erb Hardware Company, Sear 
Roebuck and Gamble’s at Lewiston 
and the Montgomery Ward Compan) 
at Pullman, Wash. Miss Shirley Och: 
who has been conducting range demon 
strations and cooking schools for thes« 
dealers in their own stores, was alsc 
recently loaned to the Puget Sounc 
Power and Light Company and _ has 
been conducting schools for then 
among dealers in Bremerton, Enum- 
claw and Auburn, Wash. 
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FOOTBALL THEME OF 
KELVINATOR FALL DRIVE 
on- 
pli 
18 ness DETROIT — Donning figurative foot- 
Fisrnj. ball gear and preparing to hit the line 
rice. jard in a nationwide sales contest based 
“e, has Mon the gridiron sport are hundreds of 
for wholesale men in Kelvinator distributor- 
esmen ships all over the country, it was an- 
liance HPnounced by J. Nelson Stuart, director of 
Wi ilvertising and sales promotion of the 
back Kelvinator Division of Nash-Kelvinator 
1 of Corporation. 
annual Termed appropriately the “Hit the 
Line’ contest, the new competition for 
ented wholesale men started on September 11, 
plianee Mand will end at midnight Saturday, 
vicious [J December 2, Stuart said. 
thes For purposes of the contest, the coun- 
ded: try has been divided into five “football | 
niture; conferences,” or leagues, and the grand | 
prize in each conference will be a 
e not. Nash LaFayette Six two-door sedan, | 
by the [Stuart revealed. The second major prize | 
sented Min each conference will be a total of | 
truth #75000 prize points redeemable in mer- 
andise of $175 retail value, and the | 
n have Me third grand award in each conference 
tue of M will be a total of 15,000 points, redeem- | 
ible in merchandise of approximately 
lity of $100 retail value. 
failure Hl The sale of each Kelvinator household 
electrical appliance—refrigerator, range, | 
such MM washer or ironer—will count for a 
4 and Hi definite number of yards gained. For | 
ani (stance, an electric refrigerator sale, de- 
M not ending upon the size of the model, can 
a their ring a wholesale man a gain of from 4 
d Ap 15 yards; a washer, a gain of from 
Local | to 5 yards; an ironer, a gain of from 
Inter. M | to 4 yards, or an electric range, a gain 
San of from 5 to 7 yards. Each yard gained 
elf t will count for 20 prize points—and a 
benefit Mi gain of 100 yards will count as a touch- 
dustry lown. 
hly 
sup- 
at the 
DISTRIBUTORS | 
ng ot 
APPOINTED 
ure 
Pgisia 
“such Stromberg-Carlson: Gross Sales, 
~~ Inc., for the Boston and New York | 
holde areas, have designated Tracy & Co., | 
h are Providence, R. I. for the Rhode | 
An Island area . . . the Arthur Fomer | 
Co.. Memphis, Tenn., for that area | 
with a portion of northwest Missis- | 
sippi Black Hills Radio Dealer, | 
Lead, So. Dakota, for portions of | 4 
South Dakota and Wyoming .. . | 
Inland Radio, Spokane, Wash. . . . 
McGregor Co. Marshalltown, Ta. NIVERSAL CHRISTMAS MERCHANDISING: Here 
Sampson Electric Co., Chicago. 2 is a beautiful, 8 color window display that will draw 
) has RCA Electronic Toys: Krich-Ra- — 
free [I disco, Newark, N. J. Christmas Shoppers into your store. Shown with a display 
of UNIVERSAL Appliances featuring New Values and 
New Designs, it will move many UNIVERSAL Packages 
from your stock. UNIVERSAL’S new price arrangement 
icity [Ml tric Segty, Co. Ele I FD. will make it worth while as it provides an extra long profit. 
pueenee Electric Co. and Johnson 
maak This display is furnished with 500 beautiful Christmas 
tor Indianapolis; Tafel Electric and 
on JP Supply Co, for Louisville; Cadillac booklets, for $2.50 with an order of UNIVERSAL Appli- 
ve American, Sales ‘Co, for Columbus ances, through your Jobber. This new profit schedule 
Blectric, “Co, “and Graybar, amply provides for your share of this small promotional | 
tor Philadelphia; Tab Electric Supply, 
Inc., for Trenton, N. J.; Morristown expense. 
ea Fastern Electrical Supply Co. and Write for our complete Fall and Christmas Merchandising 
aan General Electric Supply Corp., for 
ch. Newark, N. J.; Joseph Kurzon, E. B.| Plan. It’s a money-making opportunity. 
Latham & Co., Graybar and General 
Flectric, for New York City. 
alsc 
unc 
has Sears Roebuck of Reno, Nevada re- 
ier § ‘ently promoted the sale of refrigera- 
wm- — (‘ors by offering a week's supply of 


groceries in the form of a $10 grocery | 
(rder, with purchase of one of their | 
Coldspots, during a limited period. \ 
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, LANDERS, FRARY & CLARK, NEW BRITAIN, CONNECTICUT 
iS 


Western 


NEWS FLASHES 


free-pictures and prices” on 
c¢ water heaters are what the Bureau 
of Power and Light of Los Angeles 


water heater dealers in 


elec 


omises from 
eir recent advertising. They list 
umes nd addresses of customers, 
ng bills for water heating which 
ve from $1.92 to $2.45 monthly 
* * 


honograph and television connec- 
ns" are advertised by the May Com- 
pany of Los Angeles in connection 


vith their featured radios Los 
Angeles is one of the few sections of 
the country, which does have televi- 


sion brvadcasting 


* * * 


Once in a while, it pays to advertise 
o the limited exclusive trade, accord- 
ng to Barker Bros. of Los Angeles 
who have been giving some publicity 
to really deluxe refrigerators for large 


10mes, listing at $597.50 or there- 
abouts. The man with lesser needs 
is glad to buy from a firm which 


arries such a wide selection 


* 

Weekly cooking demonstrations, at 
tended by groups of from twelve to 
fifteen prospects invited by salesmen, 
lave proved most profitable to George 


Nicholson, appliance dealer of Van 
Nuys, Calif. During this series of 
lasses Mr. Nicholson had on display 
n his store a 25-year old range which 


ad been in use up to a short time ago 
One of the features of the event was 
the appearance of the owner ‘of this 


range, who explained her satisfaction 
th its operation through a quarter of 
entury and her delight with her 
electric-cooking equipment 
* * 
More than fifty-three new homes 
San Barbara-Mesa tract of Los 
ngeles have some maj electrs al 
ypliances installed in them, port 
é " Bureau of Power and Light aad 
any of them all-electric, utilizing 
lectricity for heating, as well as for 
oking, refrigeration and water heat 
* * * 


Chef Joseph Milani has been the lead 


man ina series of clectri« oking 
schools onducted recently in the Lit 
le Theater auditorium of the Broad 
vay-Hollywood, Los Angeles Ch 
ight-day event was crowded to ca 
vacity throughout The chef is not 
nly a famous cook, but a thorough 
veliever in electric cookery, which he 
esents with an original sense of 
lrama which never fails to make a hit 
vith his audience 


* 

Electric water heaters to the numbes 
t 1,102, a similar number of electri 
elrigerators and of electric bathroon 


eaters and hundreds of electric ranges 


talled in Los Angeles’ new 


ave Deen ins 


Wyvernwood housing project Chis 
ow-rent “private rental housing con 
unity” which is described as the 
largest thing of its kind in the United 
State onsists of 1,102 residences of 


ms, mbined in 143 


iZzs in 


build i residence park 
and 4 mi. wide. Apartments 
rent $29.25 
tal including range, 
and water heater and 
aintenance. The project was financed 

der the F.H.A. The Los Angeles 
Bureau of Power and Light maintains 
in all-electric demonstration kitche 
1 the project, with a competent repr: 


long 


ire lesigned to from 


e ren retrigerator 


Vater garde 
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hand at all times to 


questions, 


sentative on 
answer 


* 


\ combination offer on Blackstone 
electric laundry equipment was a late 
\ugust feature for Breuner’s of 
Sacramento, Calif. 


* 
Gottschalk’s of 


did some excellent 
during an all-day 


Fresno, California 
business recently 
Ironrite demonstra- 
m which was held on the main floor. 


* * * 
_ A special “introductory trade-in al- 
lowance was announced by the 
Powers Furniture Company of Port- 


land, Oregon in announcing sale of the 
new Thor washers at $69.95 


* * 


The Montag Oil Burner Company 
* Portland, Oregon has been doing 


some interesting advertising, addressed 
“to the woman who threw away her 
washtub” in favor of an electric wash- 
ing machine, and suggesting air con- 
ditioning through installation of their 
eater as the next step in modern 


omfort 


O. P. Cleaver of Westinghouse, flanked by a variety of 
lighting devices, as he addressed the |. E. S. delegates 


R. W. Turnbull, Hotpoint vice president and general sales manager (center) 
seen congratulating J. C. Platt (left picture), Seattle District Manager, on win- 
ning the Turnbull Trophy Cup at the end of R. W. Turnbull Week of the current 
Irwin A. Rose, left, Hotpoint Factory Works Man- 
ager, was headquarters sponsor for the Seattle district and won a desk set while 
Marble, right, range sales manager, beams appropriately 


"Cash-in" 


range campaign. 


D. C. "Dave" 


Trips to the San Francisco exposi- | 
tion were awards won by outstanding | 
Pacific Power and 
their four-month 
sales drive which ended in mid-summer. 


salesmen of the 
Light Company in 


The company’s sales efforts during the | cent over last year’s record for th 
first six months of the year netted 68 | same period, and _ reports indicate 
per cent of the year’s bogey in all | they had reached 73 per cent of the 


San Francisco Plays Host to the |. E. S. 


Matthew Luckiesh, famed 
lighting engineer of G-E's 
Nela Park, in action 


OCTOBER, 


At top, L. H. Graves of Curtis, new I. E. S. 
below left, D. W. Atwater of Westinghouse, retiring presi- 
dent; and right, O. R. Doerr, general convention chair- 
man and new commercial manager of Pacific G & E, 
San Francisco 


classifications as reported by D. | 
Leonard, commercial manager. Res 
dential sales by the power compar 
were 54 per cent of quota, while deale 
merchandise sales were up 11.2 pe 


George Rankin of Southern California Edison 
and George A. Hill of Arizona Edison at Pres- 
cott, Ariz., find their own spotlight 


president; 
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THE NEW 
MASTER 


EDISON GENERAI tc APPLIA 


WATER HEATERS Featuring Newly Styled Streamlined Round Water Heater With Real Eye A 


ant 


ppeal 
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A New Line of 

hil j ye ets x ot am 

| in price Te water 
= 

sale ple yom’ ne j 

otP 

at yo ut repre 4 

& — COMPA 5620 West Taylor Street, Chicago, Illinois 

WATER | " HEATERS | 

ELECTRIC RANGES + REFRIGERATO IRONERS DI SHER-SINKS 


Teamed 


for Dependable Performance 


The Advanced Engineering of the 


KIRBY Mover 3C 


The Trouble-Free Power of its 


JAMES B. KIRBY knows vacuum cleaners. He ought 
to. He’s been making them for thirty-two years. Today, 
he holds more than 80 patents for his vacuum cleaner 
inventions. His newest KIRBY—the Model 3C—features 
one of his exclusive patented developments—the “SANI- 
EM-TOR”—a quick, easy, convenient and sanitary way 
to dispose of collected dust and dirt. 

k-ver since 1925 (when the Scott & Fetzer Co. began large- 
scale production on his machines) Mr. Kirby has specified 
Black & Decker Motors as “* That he has found 
these motors “tops” in their field is proved by the fact 
that for the newest Kirby, Model 3C, 
fied a trouble-free Black & Decker 


must. 


he has again speci- 
Motor. 

The Black & Decker Electric Company is America’s most 
experienced specialist in the design and manufacture of 
complete motors or series parts for vacuum cleaners. 
Cooperation of our engineers is at the disposal of manu- 
facturers interested in the application of universal motors 
to the improvement of their products. 


BLACK & DECKER 


THE BLACK & DECKER ELECTRIC CO.,, KENT, OHIO 
Specialists in the Design and Application 


of Universal Motors 
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12-month quota by June 30. Home 
service advisors made 5,738 calls dur- 
ing the six-month period 


and con- | 


ducted 196 demonstrations which were | 


attended by 7,891 persons. 


New low rates in Seattle are utilized 
by the City Light as a basis for ad- 
vertising electric water heating. Auto- 
matic stocage models have been of- 
fered at $20 off, with the added special 
of wiring for electric 
to $15 


under construction). 
* * * 


A glass measuring cup was recently 
offered free by Seattle’s City Light to 
any adult who came in to witness a 
demonstration of either Frigidaire 
range or refrigerator. 


* * 


Daily demonstration of Westing- 
house roasters on the floor of the 
electrical department of the Crescent, 
Spokane, Wash. was a feature of their 
September special on this appliance. 
A full meal was cooked every day in 
the roaster. 


* * 


Inland Empire Electrical Equipment 


ranges reduced | 
(not applicable to new houses | 


Association advertising of electric 
water heaters in Spokane, Wash. | 
papers points out that electric hot 


water is enjoyed by 14,500 homes on 
the lines of the Washington Water 
Power Company. Figures are given 
for each community served. The 
power company has also been doing 
some advertising of water heaters, 
featuring their new 7/10-cent rate. 


* ~ * 


“Model Home Triplets” were placed 
on display recently in Spokane, Wash. 
under the auspices of the Adequate 
Wiring Bureau. These three modestly 
priced homes, the first in Spokane to 
receive adequate wiring certificates, 


were provided with 68 electrical outlets | 


in each. They are located near one 


another and remained on display for a | 


week, attracting a large attendance. 


* 


An employees’ Lamp Campaign is 
scheduled again by the British Colum- 
bia Electric Railway Company for this 


| 


fall. A revised schedule of 
sions offers a 2-cent bonus for 4 
lamps of 100-watts and over, \ hi 
will place the emphasis definitely 9; 
the higher-wattage lamps. 


The Idaho Power Company ‘ 
Ball Campaign” ended on Septem)er 
with 615 ranges, 1,245 refrigerator; 
and 285 water heaters sold, and atter 
tion in that district is now centered op 
three drives. The first is a “Twin; 
for the Jones Family” campaign 9; 
ranges and water heaters which wi 
run until December 24 and for whic 
a quota of 800 electric ranges and 4 
water heaters has been set. Chis 
provides a schedule of special commis 
sions, including prospect bonuses rn 
commissions on the sale of elec 
refrigerators, washers and ers 
Further prizes are awarded for th 
two high salesmen in what are know 
as the “Big” and “Little Shots 
Second event scheduled for the clos; 
of the year is “The Eyes Have It 
campaign for which a power paren 
quota has been set of 1,000 I.E.S. floor 
lamps, 300 ].E.S. desk and table lamps 
1,500 pin-it-ups, screw-in type fixtures 
or bridge lamp adapters and 100 var 
lights. Emphasis is to be placed o; 
the low-use customer market. At the 
same time the “Watts-up” campaign 
on mazda lamps, which runs _ from 
September 5 to October 31, aims ¢ 
put 6,500,000 watts on the company’: 
lines. 


ight 


* 


The Utah Power & Light Company 
was one of the western power com 
panies whose rates were reduced o: 
September Ist and naturally enoug 
they have been making much of this 
in their advertising, with emphasis o: 
users of lighting and small appliance: 
as deriving the greatest benefit fron 
the new rates. The Electrical Leagu 
of Utah sent out a bulletin emphasiz 
ing the opportunity to dealers in this 
rate and containing a pamphlet which 
explained all features of the change 
in question and answer form. 


Recently appearing in the Ogder 
Standard-Examiner was an advertise- 
ment of the Ogden Electrical League 
inviting the public to visit the first 
home in that section to receive the 


Surprise—Free Westinghouse Dishwasher 


Mrs. George M. Ferris of Chevy Chase, 


Md., was the millionth visitor attend- 


ing the "Battle of the Centuries” show in the Westinghouse Building. Her prize, 
which she and her family are admiring, was a Westinghouse automatic electric 


dishwasher. George, Jr., 


the right. 


OCTOBER, 


12, who sometimes helps sister, Gene, 
dishes at home, is showing her how clean their glasses can be. Mr. 


13, with the 
Ferris is at 
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Arno J. Schmidt, sales promotion man- 
ager of Dexter washers, hoists a couple 
of northern pike he hooked up at Lake 


Ontario. The picture should be pretty 
good proof but we've heard of guys pos- 
ing with wooden fish before. How about 
it, Mr. Schmidt? 


\dequate Wiring award. Besides its 
exemplary wiring installation, the 
ome is equipped with electric water 
heater, air conditioner, stoker and 
many small appliances. 


* * * 


Possibility of a training course for 
appliance salesmen was under discus- 
sion recently in Salt Lake City, a 
committee of the Electrical League of 
Utah, of which J. F. McAllister was 
acting chairman, and another from the 
city school department conferring at 
League headquarters. Time and place 
for classes still remained to be settled. 


* * 


More than 1,400 members of the 
local electrical industry attended the 
annual outing of the Electrical League 
of Utah this summer at Lagoon. J. L. 
Schricker was general chairman. 


* 


Among the special features to make 
the Annual Pow-wow of the Rocky 
Mountain Electrical League memor- 
ible were the opening dinner com- 
memorating the anniversary of the 
incandescent lamp and also Rocky 
mountain electrical pioneers, the twenty 
pretty hostesses (members of par- 
ticipating electric companies whose 
wesence served to liven dances and 
other events), a fishing contest, with 
$50 for the man catching the best 
string of trout, a stage coach ride, 
owboy costumes, movies of past con- 
ventions and other festivities, plus of 
-ourse, some serious business sessions, 
sarticipated in by utilities, distributors, 
lealers, contractors and manufacturers. 
Dates were September 7 to 9 


* * * 


Breuner’s Berkeley, Calif. store is 
enlarging its electrical appliance de- 
partment under management of Harry 
Walker. 


* * 


Kenneth Wilson has been named 
manager of the electrical appliance 
department of the Crescent Depart- 
ment store of Spokane, Wash. Mr. 
Wilson, who has been for some time 
on the Crescent sales staff, is a 
graduate of Washington State College. 
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NEWS ITEM: Hotpoint Announces New Range Campaign 
for Holiday Selling 


HOTPOINT FALL CAMPAIGN. 
LL KNOCK THEM OVER WITH 
THIS CHRISTMAS PLAN 


SANTA CLAUS 
MUST HAVE 
PNEUMONIA 
THIS YEAR 


7 you MEAN No MONEY, EH ? 


\} THIS HOTPOINT CHRISTMAS 
CAMPAIGN WILL MAKE 
YOUR SANTA CLAUS WELL! 


BOY-WHAT MOTHER 
REALLY WANTS-- 
A HANDFUL OF CASH.. 7 
THAT'S WHAT 

MINE WANTS ! 


HERE'S THE WAY 
TO GET IT— 
WITH THIS HOTPOINT 
CHRISTMAS SALES PLAN 


CHRISTMAS ? 
THAT'S THE NIGHT 
RADIOS KEEP you 
AWAKE ‘TILL THREE 

IN THE MORNING 

PLAYING "SILENT NIGHT" 


Write or see your Hotpoint distributor or district 
representative for full details about Hotpoint’s 
Christmas Campaign—a follow-up to Hotpoint’s 
successful Cash-In on the Exposition” fall campaign. 


EDISON GENERAL ELECTRIC APPLIANCE CO., Inc. 
5620 West Taylor Street, Chicago, Illinois 


ELECTRIC RANGES 


REFRIGERATORS - WATER HEATERS 
DISHWASHER-SINKS - WASHERS and IRONERS 
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TIME YOUR 
HANDS! 


General Electric Clocks are styled 
and priced to move out of your 
hands and into your customers ! 
That's why General Electric Clocks 
are America’s fastest-selling line of 
electric clocks! And that’s why smart 
retailers, everywhere, are promoting 
G-E Clocks! 
Right now, General Electric offers 
you the hottest set-up in the electric 
clock business--22 brilliant new 
models—a barrage of national maga 


The units in the display above are separate and can be used in any combina- 


tion for counter or window effects. They are provided by Landers, Frary & Clark 


(Universal) on orders of small appliances of equal value. 


zine advertising — and a hard-hitting, For the 
spot merchandising display that's ‘National 
the smash hit of the industry! Hotpoint 
Here's a complete merchandising electric ri 
program that’s geared to take time "Cash-in" 
off your hands! Take advantage of pieces a 
it! Place your orders now for your » of 1 
sample requirements of the new oe 

G-E Clock models. There's a the piec 


“ISLAND OF PROFIT’ DISPLAY 


A smash hit! Only 16 inches in base 
diameter. Holds nine clocks. Durable 
Presdwood and metal construction. 
Richly colored in maroon, gold and old 
ivory. Felt-protected base. Be sure your 
G-E Clock Wholesaler reserves one for 
you. Write him for details 


wholesaler near you who _ stocks 
them. If you do not know his name, 
write us. 


GENERAL ELECTRIC COMPANY 
APPLIANCE AND MERCHANDISE DEPT. 
BRIDGEPORT, CONNECTICUT 


BALLARD bril 
hant new metal-framed 
occasional lock that 
gloriously radiates the 
olor and harm f 


W AREHAM~— A strik- 
ingly beautiful occa- 
sional clock superbly 
mounted in genuine 
white onyx. Model 


natural gold. Cream 4H-88. List, $12.50. 
white dial with gold Also available with 
olored numerals alarm movement, 


Model 4H-78. List 


Model 7H-104. List, 
$6.95 


$14.95. 


AMHERST. A grace 
ful silent tambour 
clock of dignified ap 
pearance. Brown ma 
hogany finish. Dial 
Cream with black and 
gold-colored numerals 
Model 4H-10. List, 
$9.95. Also available 
with gong strike. Model 
6B-08. List, $14.95. 


PRESENTS 


fhe Quin TEMP-LETS 


FIVE ZONES OF 


These papier-mache dwarf figures, representing the five zones of cold in West- 
inghouse refrigerators, were first released in cardboard form. ‘Healthy’, 
"Frosty", "Butch", "Crispy" and "Forty", they are now supplied in individual 
figures 18' tall. They are called the "Quin-Temp-Lets" and ribbons are provided 
to attach them to any feature of the refrigerator on display. 


banner di 


stand 
Photof 


piece 


SAMSON An inexpensive silent clock of 
impressive size. Rich brown plastic case 
Model 4H-76. List, $5.95. Also available with 
bell strike, Model 6B-04. List, $9.95 
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This is a new display of the Florence Stove Company, Gardner, Mass. Designed 
to help sell oil-burning space heaters it is intended for windows. The company 


also have a new wall hanger for the store. rR, 
MORNING GLORY~-An alarm clock in 
lustrous Butler Nickel case. Model 7H-106 — 
List, $4.95. Also available with illuminated 
translucent dial. Model 7H-106-K. List, $5.95 A B df 4 D dj pad 
ormeyer oints Bradfor trict salesman for Dormeyer and is no 
Y PP with the S. W. Farber Manufacturin: ware 
Representing A. F. Dormeyer Manu- Company of Brooklyn. 
facturing Company of Chicago, as man- 
ufacturers’ agent, C. L. Bradford has —_—______- 
announced a new location in the Mer- 
chandise Mart, Chicago. The Bradford Room Cooler Record in Chicago 
| Office will handle Dormeyer kitchen A 
| mixer and toaster lines in Indiana, Illi- | A sale of 312 room coolers—an a! N 
| nois and Wisconsin. time high for any month in Chicago— bial 
With the change in representation was reported for July by the Common 'g 
comes the news of resignation of Louis wealth Edison Company. In July 1938 on 


C. Zart, who has resigned as Chicago dis- only 96 room coolers were sold. 
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THE NINETEENTH AMENDMENT 


‘WOMEN THE RIGHT To Vote 


For the Modern Kitchen Bureau's fall 
‘National Electric Range Exposition’, 
Hotpoint not only designed two new 
electric ranges, but devised their own 
"Cash-In" campaign with all the display 
pieces a dealer might need to make the 
most of it. In the shot above are all 
the pieces assembled with the MKB 
banner displayed over the range. 


SUPERFLOOD 


Zero Since the early days of the electrical ap- 


pliance industry, Sunlight Motors have provided 


Photographic customers don't have to 
look twice with thi w Wabash displ ° 
stend intended for their Photofleed end dependable power and long, trouble-free service. 
Photoflash lamps. This one is a counter 


ploce but there is onether floor stead. In design and construction, Sunlight - powered 


WASHING MACHINE MOTORS 


appliances reflect the latest developments of the aaa 


industry that freed American women from 


household drudgery. Sunlight Electrical Division, 


General Motors Corporation, Warren, Ohio. 


Sunlight-Powered-Appliance Dealers: Display this 
advertisement in your window during the week. 


al Above is counter display for the 

o— Naxon “Boston Beanery”. It stands 18!/2' 
on high, is varnished in 6-color lithograph 
on display board. 
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What does this name 
mean to you? 


94% KNOW 
WESTINGHOUSE 


In a nationwide cross 
section survey, people in 
14 scattered cities were 
asked what the word 
“Westinghouse” meant 
to them. 94% of those 
surveyed identified it 
with quality electrical 
equipment. 


The motors millions know 


mean EASIER SALES 


The Westinghouse name plate on the motor of the 
appliances you sell paves the way to easier sales. 
It inspires confidence . .. reduces resistance... 
removes mental barriers of doubt as to performance 
of equipment. To 94% of the buying public — 
including yours — the name “Westinghouse” stands 
for quality electrical equipment. 


Gear this added sales power to your selling. 
Specify and supply the motors millions know — 
with the name that millions respect as a guarantee 
of electrical dependability. Westinghouse Electric 
& Manufacturing Company, East Pittsburgh, Pa., 
Dept. 7-N. 


J-03072 


Small Motors— 
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NEW BOOKLETS ISSUED 


GUTH 


The Edwin F. Guth Company have 
issued their first catalog on Fluorescent 
Lighting Equipment. The St. Louis firm 
have featured their entire line of reflec- 
tors and units. Ask for Catalog No. 35. 


AUTOMATIC PRODUCTS 


Salesmen and retailers of oil burning 
space heaters will be interested in a 
new booklet just issued by Automatic 
Products Co., called “The A-P Album 
of Space Heater Selling.” The book is 
chiefly concerned, of course, with oil 


control valves which the company manu- 
tactures. 


YORK ICE MACHINERY 


A new descriptive booklet has been 
issued by the York Ice Machinery Co., 
York, Pa., on Yorkaire Heat bin-feed 
anthracite stokers. Various models are 
illustrated and the special features de- 
scribed in both picture and diagram. 


HURLEY MACHINE 


A broadside, suitable for hanging on 
the wall, has been issued by the Hurley 
Machine Co., makers of Thor appliances, 
describing and illustrating their new 
1940 Victory Washer Line. 


REMINGTON RAND 


An 8-page folder, in full color, brings 
news on the latest merchandising offer 
of the Remington Rand dry shaver line. 
Full details on the line and the price 
adjustments for 1940 are included. 


RITTENHOUSE 


A new folder recently issued describes 
the Rittenhouse line of door chimes for 
1940 and has details on prices, counter 
and wall display demonstrators, and the 
advertising campaign for the coming 
year. 


HARVEY-WHIPPLE 


Two new manuals for dealers have 
recently been announced by Ray G. 
Whipple, treasurer and general manager 
of Harvey-Whipple, Inc. These booklets 
set forth in very clear terms the answers 


to the biggest problems confronting 
dealers in the automatic heating fielj 
today: (1) finding prospects for oil heat. 


ing equipment, and (2) beating the price. ij ea 4 
cutter, once the prospect has beep a 
approached. 


WARREN TELECHRON 


The new fall and winter catalog of the '_ = 
Warren Telechron Company, Ashland ; 
Mass., manufacturers of electric clocks 
is off the press. All models are described 
and illustrated, including the latest models 
added to the line. In addition, advertising 
and merchandising plans of the company 
are described. 


WESTINGHOUSE = 
> 


“Planning Three Meals a Day” is the 
title of a new booklet recently issued by 
the Westinghouse Electric & Mfg. Com- 
pany. It is a recipe book gotten out under 
the direction of Julia Kiene, director of 
home economics and special attention js 
paid those recipes most successfully 
achieved with an electric range. 


MANNING BOWMAN 


The latest small appliance catalog oj 
the Manning Bowman Co., Meriden 
Conn., has recently come off the press and 
is the most complete one of its kind ever 
issued. Every item in the line is described 
and illustrated with handsome photo- 
graphs. 


HOTPOINT 


A handsome broadside in full color 
has been issued by Edison General Elec 
tric Appliance Co., Chicago, to announce 
the fact that 20 Hotpoint ranges are in- 
cluded in the equipment of the “S.S§ 
America,” newest and largest U.S. mer- 
chantman. 


JESSE PARTS CATALOG 


The Jesse Co., Inc., 2440 West North 
Ave., Chicago, have recently issued their 
new catalog of replacement parts for elec- 
tric appliances. Ask for catalog F. 


DURO 


The Duro Co., Dayton, O., have a new 
catalog published electric water 
heaters. 


"These electric ice boxes sure are wonderful—i ain't had to empty this pan once since 


we got it.” 
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NEW MERCHANDISE 


EVERHOT Roaster 
Swartzbaugh Mfg. Co., Toledo, O. 


N 800 roaster with auto 
matic cover lit 

Selling Features: By turning a knob 
directly opposite knob that 
ontrols temperature, the cover may 
” opened and closed ; 18 qts ca 
pacity; choice of utensils in Glass 
bake, aluminum or vitreous enamel 
is available: a new cabinet with a 
device inside door to hold broiler, 
conserving shelf space, is available 
at extra cost—Electrical Merchan- 
disina. October. 1939. 


m body, 


} 


v 


SILEX Coffee Maker 
The Silex Co., Hartford, Conn. 


Device New utomatic glass coffee 
Make! 

Selling | es: When water rises to 
upper b irrent is turned off au 
tomatically vhen brewed coffee has 
returned t wer bowl. Anyheet con- 
trol keeps coffee at drinking tem 
perature lefinitely; in addition to 
Delray model illustrated there are 
Lido, Catalina and Pinehurst models; 
an automat attachment which con 
verts recent models into automatk 
unit is also available. 

Price: $7.95: attachment $2.95.—Ele: 
trical MJ mdising, October, 1939 

v 


AIRTEMP Oil Burner 
Airtemp Div. Chrysler Corp., Dayton, O. 


Selling Featw “Twin airflow” prin 
ciple is featured for improved com 
bustion; 2 separate fans on opposite 
sides of unit direct 2 air streams into 
blast tube from opposing tangents 
creating balanced turbulence for more 
thorough mixture of air and oil: fast 
spinning air produces circular ring of 
fire that contacts firebox walls for 
maximum efficiency and economy of 
fuel; power assembly is completely 


cushioned rubber for quieter oper- 


ation Electrical Merchandising 
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FRIGIDAIRE Ranges 


Frigidaire Div., General Motors Sales 
Corp., Dayton, O. 


Device: Model BC-5 and BC-6 com- 
bination ranges. 

Selling Features: Model BC-5 designed 
for use with wood, soft coal and 
other hard fuels; BC-6 will burn 
Anthracite only; water backs and 
coils available on both models; 1- 
piece cooking top and all-porcelain 
cabinet; oven 16 in. wide; 17 in. high, 
19 in. deep has twin units consisting 
of 2000 watt bottom unit and a top 
unit of 2700 watts; 5-speed surface 
units include an 8 in. 2000 watt, an 
8 in. 1200 watt and two 6 in. 1200 
watt units; both models are 38 in. 
wide, 36 in. high and 32 in. deep. 

Price: Suggested retail price in Zone 2 
is $188.50.—Electrical Merchandising, 
October, 1939. 


v 


RITTENHOUSE Door Chimes 


The A. E. Rittenhouse Co., Inc., Honeoye 
Falls, N. Y. 

Models: 1940 line of door chimes. 

Selling Features: President model 
has molded plastic housing in pastel 
shades; coil buzz has been elimi- 
nated by new Rittenhouse devel- 
opment; complete with special trans- 
former which is matched to chimes 
with about 3 times the power of or- 
dinary door bell transformer; avail- 
able in single and double purpose 
type; 44 in. long, 8} in. wide. Vogue 
No. 600 double purpose model has 
plastic modernistic housing; long 
heavy walled chime tubes give tone 
quality; hum eliminator; complete 
with matched transformer; ivory, 
and brushed brass, white and chrome 
or ivory and buffed copper. 

Other models in line consist of 2 
tube Guardian, Embassy 3 tube, Am- 
bassador and Ambassador De Luxe 
4 tube, Sentinel 2 short tubes, Twin- 
tone, and models 102 and 101. 

Prices: President, single purpose, 
$6.95; double purpose, $7.95: Vogue, 
$15. Other models from $1 to $50. 
—Electrical Merchandising, October, 
1939, 


GEM-lectric Shaver 
American Safety Razor Corp., Brooklyn, 
ve 


Device: New face-lite shaver. 

Selling Features: 2-way shaving head 
that clean-shaves all beards; built-in, 
no-bulge Face-lite ; stop-and-go 
starting switch; radio interference 
suppressor. 

Price: $15.75—other models are avail- 
able at $12.50.—Electrical Merchan- 
dising, October, 1939. 


WESIX Heaters 


Wesix Electric Heater Co., 390 First St., 
San Francisco, Calif. 


Device: Small portable electric room 
heater No. RCS 1}. 

Selling Features: Available in 6 col- 
ors: brown, ivory, green, blue, coral 
and Mandarin red, also standard 
aluminum finish with black handles 
and legs; radiates and circulates heat 
at same time; plugs into any 110 
volt outlet. 

Price: $8.95.—Electrical Merchandis- 
ing, October, 1939, 


M-B Waffle Baker 


Manning Bowman & Co., Meriden, Conn. 


Model: Jubilee 2626 twin automatic 
waffle baker. 

Selling Features; Bakes two 54 in. 
square waffles at once; automatic de- 
vice shuts current off when waffles 
are done; each cover has heat indi- 
cator to tell when to put batter in; 
aluminum grids equipped with ex- 
panding hinges; chromium plate, 
trimmed with ivory Arinite; 14 in. 
long, 8% in. wide, 44 in. high; 725 
watts, a. c. only. 

Price: $11.95.—Electrical Merchandis- 
ing, October, 1939. 


Detroit Vapor Stove Div., Borg-Wa 


Models; DE-28 and DE-26. 
Selling Features: Both models equips 


WHITE STAR Ranges 


Corp., Detroit, Mich. 


with 4 closed Chromolox elements 
1—1000, 2—1200 and 1—2000 . . 
a 1500 watt cooker-well at  sligl 
extra cost; both models have full 
ovens; extra large storage compa 
ments; 6-position, 5-heat switche 
signal-light oven control;  1-pig 
tank-type porcelain lined ovens a 
broiler lining with slide top ovg 
racks; modernistic styling. 
Model DE-28 equipped with 
luxe broiler in separate compa 
ment with 3400 watt oven eleme 
equipped with porcelain  enam@ 
broiler pan and smokeless grill. 
Broiler on DE-26 is in upper pat 
of oven, 3000-watt oven element 
moved to broiling position as needed 
porcelain finished ribbed broiler pag 
Lamp, condiments, clock availabl 
at slight extra cost.—Electrical Mer 
chandising, October, 1939. 


EASY WASHERS 


Easy Washing Machine Corp., 
Syracuse, N. Y. 


Models: 8 models will be featured a 
basic Easy 1949 line of washers. 
Selling Features: All models in basi 
line feature Easy Spiralator washing 
action; a Spindrier model wit 
Spiralator, No. 6SS4 is offered ata 
new low price of $99.95 “plus yout 
old washer;” a new “3-zone” Tur 
bolator model was also announced a 
a lower price with standard new 194 
Streamline wringer, which incorpo: 
rates new features such as a nt 
positive-type non-flying reset 


designed to permit reassembly @ 
rolls after release without resettins 
tension; 2 new promotional model mac 
are also included in line equip) h 
with wringer, white finish and agi- the! 
tator washing action.—Electrical Mer- 
chandising, October, 1939. ing 
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@ In 1871, the year of the great Chicago fire, Blackstone began building washing 
machines... good washing machines. A \ot of water has rolled over the dam since 


| agi- then —a lot of new tools and new methods have been devised to build better wash- 


ing machines. Two-thirds of a century have seen Blackstone's pioneering efforts trans- 
formed into a great American industry. @ But the significant fact is that for all 


these 68 years, Blackstone has continued to produce only quality laundering appli- 


ances. Never once. . . never momentarily has the siren of quicker and easier profit 


lured Blackstone from its traditional purpose of building the best that the men, 
methods and materials at hand could produce. @ Today, with every conceiv- 
able tool of modern science and industry at its disposal, Blackstone carries on BLACKSTONE 
in the old tradition. And countless Blackstone dealers continue to bet their 

IS BUILDING FOR 
money—and make their profit—on a name that has never “let them down. 


No BLACKSTONE MFG. CO., INC., JAMESTOWN, N. Y. L E AD E RS H | P 
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HORTON 


MANUFACTURING CO., Fort Wayne, Ind., U.S.A. 
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NEW 


STEWART-WARNER Range 


Stewart-Warner Corp., 1826 Diversey 
Parkway, Chicago, Ill. 


Model: No. 9020 Sav-A-Step “Expo- 
sition” range. 

Selling Features: 3 surface units—one 
6 in., 3-heat, 1300 watts; one 6 in. 
5-heat, 1300 watts and one 8 in. 
3-heat, 2200 watts; Econ-o-way 
cooker, 625 watts; 6 qts. capacity, 
can be used on 3 heats; oven 16 in. 
wide, 163 in. high, 19% in. deep 
equipped with 2 units upper for broil- 
ing and lower for baking with special 
combinations for flexible heat appli- 
cations; pilot lamp tells when it is 
time to put food in oven; 2 sliding 
shelves with positive stop; oven heat 
control is the Wilcolator bulb and 
bellows type which provides tem- 
peratures from 150 to 550 degs.; 
adjustable vitreous enameled broiler 
pan has smokeless rack; utility com- 
partment of porcelain enamel 103 in. 
high, 13 in. wide, 23 in. deep. Auto- 
matic clock, time control with built- 
in Minute Minder, condiment set, 
lamps, etc, available at slight extra 
cost as accessories.—Electrical Mer- 
chandising, October, 1939. 


v 


TELECHRON Clocks 


Warren Telechron Co., Ashland, Mass. 


Models: Stewardess, New Telalarm, 
Secretary, Guest, Register, Angelus, 
Melbourne, Highland, Kendall, 
Suave, Virginian, Croft, Admin- 
istrator. 

Selling Features: Stewardess, kitchen 
wall clock, chrome plated or lac- 
quered case; New Telalarm, 12 hr. 
bell alarm in modern bright metal 
case; Secretary, molded ivory or 
brown plastic case; Guest, case of 
walnut finished wood covered with 
simulated pigskin; bell alarm; Reg- 
ister, cyclometer type, case of wal- 
nut and walnut veneer, black hour, 
minute and second dials; Angelus 
striking clock; mottled brown Bake- 
lite case; Melbourne, green marblette 
desk or mantel clock; Highland desk 
model of mottled brown Bakelite. 
Kendall, desk or table model in dark 
walnut finished wood; Suave, new 
design for table or dresser, round 
metal dial with tan background and 
brown plastic base and gold-bronze 
back cover. 


Prices: Stewardess, New Telalarm, 


Detroit Va 


Models: D-20 and D-10. 
Selling Features: Both models have 


Models: New line of unit heaters. 
Selling Features: Sound silencing has 


? 


Virginian, has a mahogany 
with fluted base in contrasting dark 
finish. 

Croft, mottled brown Bakelite 
case; Administrator, office or smal 
living room wall clock; brown plastic 
case. 


$4.95; Secretary, $4.50; Guest, $6.95 
Register, Angelus, $9.95; Melbourne 
$7.95; Highland, $5.95; Kendal 
$7.95; Suave, Virginian, $5.95; Crof 
Administrator, $3.95.—Electrical Mer. 
chandising, October, 1939. 


WHITE STAR Washers 


Stove Div., Borg-Warner 
rp., Detroit, Mich. 


white baked enamel finish; “pre- 
cision-built” belt driven _transmis- 
sions; + h.p. motor; sealed perma- §§ 
nent lubricant. 

D-20 has 8 lbs. dry capacity; 
semi-bottleneck type tub of white 
porcelain inside and out; irrigated 
tub bottom with quick action drain; 
large high vane type aluminum agi- 
tator with “lock-nut” and puller fea- 
tures; wringer has bar release with 
lever reset, satin finished feed board; 
automatic drain flume; 2 in. Para 
rubber rolls; pressure permanently 
set; 8-positions; white metal frame 
with plated cover; available with 
motor driven pump as model DP-20. 

D-10 embodies many features of 
D-20 with smaller capacity of 6 Ibs. 
dry; low vane type aluminum agi- 
tator; plated finished feed boards on 
wringer; handmade rolls 13  in.; 
permanent pressure maintained on 
manually operated drain board. 
D-P-10 is equipped with motor 
driven water pump.—Electrical Mer- 
chandising, October, 1939. 


MODINE Heaters 
The Modine Mfg. Co., Racine, Wis. 


been accomplished by lining interior 
casing with acoustical mastic to 
deaden noise; velocity generator 
(stationary fan) evens air flow 
through condenser and eliminates air- 
rush noise peaks; Venturi fan shroud 
reduces air inrush noises; concen- 
tric rings of safety fan guard dissi- 
pate vibration; motor is resiliently 
mounted in rubber on fan guard; new 
safety fan guard built into casing is 
standard equipment.—Electrical Mer- 
chandising, October, 1939. 
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= When housewives are thinking 


“a a in terms of less work... 


TELL THEM ABOUT DULUX! 


S. PAT. 


7 DULUX SEAL! D U U x 


REG.U.S.PAT. OFF, 


FINISH 


ON EXTERIOR 


ITH National Washer-Ironer Week focusing the attention 
Wii Mrs. America on work-saving appliances even more 
sharply than ever . . . DULUX will be an even more powerful 
sales tool for you! 


For DULUX has the qualities women want! It is lovely to look 
at, easy to live with. On washers and on refrigerators, DULUX 
keeps its sleek, sparkling whiteness, in spite of hard household ‘cals 
service. Its smooth surface is as easy to clean as a china dish. 3 
Yet the tough DULUX film is resistant to chipping, cracking, 
food stains, alkalis and soaps. 

In short, DULUX is the modern finish for modern living. Its 
work-saving qualities will help you sell appliances faster! E. I. 
du Pont de Nemours & Co. (Inc.), Finishes Division, Wilming- 
ton, Delaware. 


DULUX 


REG. U.S. Pat. OFF 
REG. U. S. PAT. OFF. 


The Modern Finish for Modern Living...11 SAVES WORK | / 
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GET IN ON THE PUSH FOR EXTRA PROFITS DURING NATIONAL WASHER-IRONER WEEK! OCT.14-21, 1939 | 
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@ Hand the Wilcolator Warranty Bond to 
your prospect—and watch it go to work! See 
it concentrate attention on one of the most 
important features of your range—the 
Wilcolator Oven Control. See it answer her 
questions—even before they're asked. It's a 
‘natural’ for converting ‘‘lookers’’ into 
“*buyers’’—for closing your toughest sales. 
And remember—-only Wilcolator gives you 
this new sales aid. Send for your supply of 
Wilcolator Warranty Bonds today. 

THE WILCOLATOR COMPANY, NEWARK, N. J. 


he 
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NEW MERCHANDISE 


with black base and feet; redesj 
Hotpoint identification mar! 
with red lettering; metal na: 

is on top of tank at rear w 
will not mar heater’s pure lines ; six, 
plicity of design will blend with 
decorative scheme of  baseme 

kitchen; available in 30, 40 and $ HANKSC 
gal. sizes with Monel or galvanix 

tanks, single or twin unit type: (Cj 


M-B Grill rod hairpin unit with Thermosng The Hanksc: 

automatic thermostat. — Electricdlnice: New 

Manning, Bowman & Co., Meriden, Conn. Merchandising, October, 1939. “fingertip enl 

Device: Jubilee automatic table grills era enthusta 

402 and 412. v Selling Featu 
Selling Features: Automatic heat con- “on” and 


number of 


trol calibrated for temperatures for calibrated | 


various jobs to be done—toasting 


sandwiches, baking pancakes, grilling seconds 115 
meats, etc.; signal light in cover ates -¥ ; 
glows when current is on, fades when 
automatic device shuts off current; Price: $10. 


ictober, 1! 
800 watts. No. 402 is a. c. only — 


automatic table grill only; 412 con- 
sists grill, with waffle grids and fry- 
ing pan attachments, a member of 
Jubilee pattern of matched appliances 
in chromium plate and ivory trim; 
14 in. long, 87 in. wide, 4 in. high. 
Prices: 402, $9.95; 412, $12.95.—Elec- 
trical Merchandising, October, 1939. 


v 
SOUTH BEND Ranges 
The Malleable Steel Range Mfg. Co., 
South Bend, Ind. 
Model: 90-9. DOMI 
Selling Features: Equipped with Domini 
super-speed, 5-heat Chromalox units 
—1-2000, 1-1200 and 1-1000 watt 
oven 16x16 in. square, 20 in. deep: Models: N: 
non-tipping shelves, 1l-reversible ani 
] straight providing 12 baking levels 
2 interchangeable oven units; smoke- ey Id 
less porcelain enameled broiler par 
and grille; 20% in. wide, 25 in. dee; cept ~— 
36 in. to cooking top; Mono-built — ni! 
cooking top; snap action hydrauli 
temperature control with pilot light Ne “0 
FRIGIDAIRE Water Heater clock and minute minder available a dsina ¢ 
slight extra cost. White porcelai: — 
Frigidaire Div., General Motors Sales enameled finish. 


Corp., Dayton, O. Price: “Less than $100."—Electrical 


Model: Table top water with 2 heating Merchandising, October, 1939. 
elements. 
Selling Features: 30 gal. galvanized v 


tank of copper-bearing steel; white 
Dulux steel cabinet encloses tank 
with a stainless porcelain work sur- 
face top; recessed base provides toe 
room; immersion type heating units 
for rapid transmission of heat di- 
rectly to water; water temperature 
automatically connects with immersion 
type hydraulic thermostats of double 
pole construction. 

Pric $94.75—Electrical Merchandis- 
ing, October, 1939. 


v 


Ww. 
Wabash | 


Selli 

_ AVON Humidifier 

Michiana Products Corp., Michigan City safety 

Indiana ng an 

agains 

Device: Avon humidifier recirculates. safety 

washes and humidifies air without eleme: 

dampness. Safety 

Selling Features: Designed to serv: by di 

approximately 5000 cu. ft. area: each 

plugs into standard light circut; conta 

uses only 60 watts; furniture ste:! powel 

“ cabinet finished in baked walnut 1s mdisi 
154 in. wide and long and 24 ii 
HOTPOINT Water Heater high; vertical mounted 4-pole moter 
Edison General Electric Appliance Co., Inc., of shaded pole type 1/50 h.p.; 10 in.. 
5600 W. Taylor St., Chicago, Mil. 4-blade, kidney type fan delivers 1°!) 

cim from cabinet; water container «1 The 

Model Master” PH-39-3 round water galvanized steel has 3 gal. capacity : a 

neater. evaporating surface of 11 sq.ft. : ga 

Selling Features: Entire tank, includ- terry cloth—Electrical Merchandi a’ 

ing top, finished in white Calgloss ing, October, 1939. 
ELEC 
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HANKSCRAFT Automatic 
Timer 
The Hankscraft Co., Madison, Wis. 


Device: New automatic quick setting 
fingertip enlarger light timer for cam- 


era enthusiasts. 

Selling Features: Enlarger light turns 
“on” and “off” automatically in the 
number of seconds dialed on timer, 
calibrated for dialing from 1 to 60 
seconds; black Bakelite finish; oper- 
ates on 115 volts; capacity 6 amps. on 
ac. 2 amps. on d.c. 

Price: $10.—Electrical Merchandising, 
October, 1939. 


rmOsna 
try 


v 


DOMINION Hair Dryers 


Dominion Electrical Mfg. Inc., 
Mansfield, Ohio 


Models: No. 22, 21, 20. 

Selling Features: No. 22 chromium 
and cold air; No. 21 same as 22, ex- 
cept chrome and black finish; No. 20, 

bails same as 22 but gives hot air only; 


tan crackle finish. 
Prices: No. 22, $4.95; No. 21, $3.95; 


dising, October, 1939. 


WABASH Photolamps 


Wabash Photolamp Corp., 35 Carroll St., 
Brooklyn, N. Y. 


Superflash Photo- 


Selling Features: 


plated with walnut handle; gives hot | 


No. 20, $2.95.—Electrical Merchan- | 


lamps improved with new invisible | 


City safety jacket designed to check burst- 
ng and shattering; neck is protected 
against heat and cracking by asbestos 


“ ye safety disc which also keeps flash 

element in correct position; new 
Safety Superflash can be flashed only 

ery by direct application of current to 

rea; each individual bulb and not by 

uit ; contact with other bulbs or other 

ster! power or static.—Electrical Merch- 

t is mdising, October, 1939. 

it 

oter v 

1:0 Correction 

r of 

ity. fe Silent Sioux Furnace Burner 

ot apacity listed in the August issue as | 

di + gal. should have been 1.4 gal. | 


er hr. 


either the glue or the knife-abrasion on removal. 


enamel. Read about the LUSTERLITE label at right. 


We didn’t write nor publish this 
interesting 92-page book, but 
we want to send you a copy with 
our compliments — absolutely 
FREE of all cost or obligation. 
This book was produced by an 
“Institute” incorporated not for 
profit, and the work has met with 
wide acclaim among those inter- 
ested in appliance selling. You 
will find it extremely helpful 
for every member of your sales 
staff. Send for it today—NOW. 


IG ELECTRICAL MERCHANDISING—OCTOBER, 1939 


@ All refrigerators are subjected to far more severe use in the home 
than the mere application of identifying labels at the factory or on the 
sales floor. Yet even these are always pasted on the porcelain enameled 
parts. . . Because porcelain enamel is the only finish that will withstand 


Why should this be . . . ? Well—porcelain enamel is the one finish that 
is glass hard and absolutely impervious to varying temperatures, 
moisture and typical household abuse. You see, porcelain enamel is 
glass hard because it is fused (welded) onto its supporting metal at a 
heat more than a thousand degrees hotter than is used for any other finish. 
That’s why it resists all ordinary stains, shocks, scratches, and burns. 
You can’t harm porcelain enamel—even with a lighted cigarette! 


Sell the all-porcelain appliance. It is the one way to make both satis- 
fied customers and long profits. And see to it that your appliances 
carry the LUSTERLITE label—your assurance of quality porcelain 


CHICAGO VITREOUS ENAMEL PRODUCT COMPANY, 1407 S. 55th Court, CICERO, ILLINOIS 


to retain this lifetime lustrous Finish 


To Clean: Merely wosh with roop 
ond weter. Neo other core required 


the more 
LUSTERLITE on the appliance 
you sell the more profit for you 
through customer satisfaction. Tell 
your supplier that you want the 
refrigerators and other appliances 
you sell to carry the LUSTERLITE 
label. It is an added selling point 

for you — (a powerful one ). 


Chicago Vitreous Enamel Product Co. 
1407 South 55th Court, Cicero, Illinois 


Okay — send me a free copy of the 92-page 
book “How to Increase Your Sales.” 


Name 
Firm__ 
Addres 
Town 
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BACHELOR self-starting 
electric alarm. Ivory fin- 
ish with luminous dial, 
retails at $4.95. Blue 
or black finish, plain 
dial, retails at $3.95 


PITTSFIELD self-starting 
electric alarm. An ultra- 
smart Westclox in ivory 
finish, gold color trim. 


Retails at....... $5.95 


MANOR self-starcting 
electric wall clock. Four 
color combinations 
give customers choice 
to conform with any 
decorative scheme. 


Retails at.......$3.95 


ANDOVER electric time 
clock. Manual starting. 
Strikingly designed in 
glass with nickel trim 
A beautiful Westclox. 
Retails at $4.95 


COUNTRY CLUB electric 
alarm. Manual starting. 
Ivory finish with lu- 
minous dial, retails at 
$3.45. Maroon finish 


> with plain dial, retails 
$2.50 


—) ~STARTING 


ELECTRIC 
CHIME 


OU step up sales acceptance 

when you show merchandise your 
customers know. This is doubly true 
of Westclox electrics because ““West- 
clox” and “Big Ben” mean quality to 
people everywhere! Big Ben Electric, 
with his famous 2-voice Chime Alarm, 
current interruption signal, and many 
other important features, heads a full 
line of nationally advertised Westclox 
electrics—time clocks, alarm clocks, 
wall clocks. Only room to show a few 
here. Some are self-starting, others 
manual starting. Some have plain 
dials, others luminous. All make beau- 
tiful Christmas gifts and they retail 
at $2.50 to $6.95. Stock now for 
Christmas selling. Westclox, La Salle- 
Peru, Illinois. Division of General 


Time Instruments Corporation. 


Order from your Wholesaler 


WE STCLOX Mp Gad Kis family of springwound clocks, electric 


clocks, wrist and pocket watches . 
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.. priced from $1.25 to $6.95 


NEW MERCHANDISE 


UNIVERSAL Sandwich Toaster 
Landers, Frary & Clark, New Britain, Conn. 


Device: Automatic sandwich toaster. 

Selling Features: Combination adjust- 
able sandwich toaster, double griddle 
and waffle maker; may be set for 
dark, medium or light according to 
variation of heat desired; thermo- 
stat assures uniform results; when 
used as waffle maker the light tells 
when heat is right for batter and 
also when waffle is baked light, 
brown or medium; expansion hinge 
permits toasting sandwich of any 
thickness ; top grid turns back to rest 
on handle to make double griddle; 
1000 watts, a. c. only; walnut 
handles ; chromium plates.—Flectrical 
Merchandising, October, 1939. 


PARKER Flashlight 


Parker Mtg. Co., 2026 N. Clark St., 
Chicago, il. 


Device; Parker Eternal Lite—battery- 
less flashlight; compact, can be car- 
ried in pocket; Bakelite case with 
chrome trim; suitable for camping, 
autos, fishing, policemen and watch- 
men. — Electrical Merchandising, 


October, 1939, 
v 


YORK Radi-Aire 


York Oil Burner Co. Inc., York, Pa. 


Device: Self-contained “3 in 1” split 
system unit compactly designed to in- 
clude complete winter air condition- 
ing, year ‘round tankless hotwater 
economically remote radiation and 
summer cooling for small and med- 
ium sized homes. 

Selling Features: Heating comfort with 
balanced remote radiation has been 
combined and an instantaneous do- 
mestic hot water heating coil has 
been included within the boiler, which 
eliminates necessity of a water tank 
or outside water heater; provision 
has also been made for installation of 
cooling coils for summer air-con- 
ditioning if desired; compact design, 
occupies 27x60 in. floor space, and 
62 in. high—Electrical Merchandis- 

ing, October, 1939. 


OCTOBER, 


M-B Toaster Service 
Meriden, Con 
1120 Jubilee 


Manning, Bowman & Co., 
Device: No. 
service. 
Selling Features: Consists of No. 1} 
automatic, 2 slice pop-up toaster 
control dial provides toast light » 
dark according to taste; a triple com 
partment crystal relish dish with 
glass serving spoons, metal servin 
tray and solid walnut cutting board 
on a large natural walnut serving 
tray 25x15 in., relish dish, toaster and 
serving tray have ivory trim. 
Price: Complete service, $22.50 ; toaste 
only, $13.95.—Electrical  Merchandis. 
ing, October, 1939. 


toastey 


PLUG-IN Angle Socket 


The National Electric Products Corp., 
Fulton Bidg., Pittsburgh, Pa. 


Device: No. 971-1 Angle Socket for 
connecting standard shaped bulls 
from 15 to 100 watts to Plug-In 
strip.—Electrical Merchandising, Oc- 
tober, 1939. 


EVERHOT Heater 


Swartzbaugh Mfg. Co., Toledo, O 


Device: Ray-Vector room heater. 
Selling Features: 
16 in. high, 


forward, downward and upward 


damper permits instant change fron 
directed radiant heat to circulated 
1320 watts; equipped 

guards: 
Merchan- 


diffused heat; 
with chromium reflector 
green finish. —Electrical 
dising, October 1939, 


1939—ELECTRICAL MERCHANDISING 


Oval-shaped heater 
17 in. wide; new type 
chrome-crescent reflector with 40 re- 
flecting surfaces scientifically arranged 
to project radiant and reflected heat 


FLORE! 


Florence Si 


Device: Cire 
clling Feat 


control shu 
to release \ 
room are 
each end ¢ 
justable, 
control ; 

type or 
using rang 
heat in se 
a flue; co 
level, hea 
and passe: 
out room 
finish wit 
contrastin; 
enamel ar 
—Electric 
1939. 


Knapp-h 
Device: T 
Selling Fi 

no shal 

corn wh 

tered; p 

glass tc 

ing cup 

come W 
Price: $ 

ing, Oc 


H. L. Sm 


Models: 
double 
Selling 
equipp 
switch 
finish. 
2 8-ir 
switch 
nickel 
Price: 
Elects 
1939, 
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LULLABY Bed Lamp-Radio 


Mitchell Mfg. Co., 1550 Dayton St., 
Chicago, Ill. 
Device: Combination bed lamp and 
radio. 
Selling Features; Combines a reading 
lamp with a 5 tube ac-de Super- 


n, Conn hetrodyne radio; radio has built-in 
“air-magnet” that eliminates need 
este for ground or aerial attachments; 
: power output, 14 watts; full size elec- 
No. I] tro-dynamic type speaker ; complete 
toaster band coverage including 1712 k.c. 
IENt © police channel; bed lamp is high 
le _ power tubular type lamp built to = 
with J vide glareless illumination on reading 
Servin FLORENCE Oil Heater ioe radio and lamp operate sep- 
| 0a Florence Stove Co., Gardner, Mass. arately or together; molded Bakelite 
vee Circulati di cabinet in ivory or walnut. 
vlling Features: Twin radiante heat ing, October, 1939 
control shutters which can be opened 
handi:. to release warmed, humidified air into 


room are built into outer walls on 
each end of heater; shutters are ad- 
justable, permitting heat direction 
control; available with two 8-in. pot- 
type or two 9-in, sleeve-type burners 
using range oil or kerosene generate 
heat in sealed chamber connected to 
a flue; cold air is drawn in at floor 
level, heated between double walls 
and passes out to circulate through- 
out rooms; dark brown Crystone 
finish with front panel and top in 
contrasting shade of brown porcelain 
enamel and chrome grille and trim. 
—Electrical Merchandising, October, 
1939. 


> 


v PIONEER Power Plant 


Pioneer Gen-E-Motor Corp., 466 W. Supe- 
rior St., Chicago, Ill. 


Device: 5 kw. power plant has_ been 
added to the present line of Pincor 
Gold Crown heavy duty units. 


Selling Features: Engine completely 
enclosed in sheet metal housing; 4- 
pole generator 1800 rpm of single, 
grease sealed ball-bearing type; rheo- 
stat, voltmeter and switchbox stand- 
ard equipment; filter and shielding 
available for radio operation; remote 
control and other accessories also 
available—Electrical Merchandising, 
October, 1939. 


K-M Corn Popper 
Knapp-Monarch Co., St. Louis, Mo. 


Device: Tel-A-Matic corn popper. 
Selling Features: Automatic, requires 
no shaking, stirring or agitating; 
corn when popped is deliciously but- 
tered; polished heavy aluminum with 
glass top; walnut handles; measur- 
ing cup and sample can of Mazola 
come with each popper. 

fo) Price: $4.95.—Electrical Merchandis- 

ing, October, 1939. 


heater 
type 

1) re- 

anged PREMIER Cleaner 

dons Premier Imperial Div. Electric Vacuum 

pe Cleaner Co., Inc., 1734 Ivanhoe Rd., 
Cleveland, oO. 

ipped Device: Premier Imperial heavy duty 
ards; cleaner. 

chan- Selling Features: Cylinder type, 28 in. 


high, weights 58 Ibs.; empties by re- 
moving cover and lifting out large 
dust bag; 2 h.p. Universal ball bear- 
ing motor; standard attachments are 
a hose, floor rod, upholstery tool and 


NEW ERA Hot Plate brush and a floor cleaning tool— 
Electrical Merchandising, October, 
H. L. Smith Electrical Co., Royersford, Pa. 1939, 


Models: §-15 single burner, D-15 
double burner. 

Selling Features: Single burner 
equipped with 1500 watt unit, 3-heat 
switch, 4 in. high, 10 in. wide; nickel 
finish. Double burner equipped with 
2 8-in. 1500 watt units with 3-heat 
switches, 5 in. high, 10% in. wide; 
nickel finish. 

Price: Single, $13.50; double $27.— 
= Merchandising, October, 


z 
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ON EVERY 
RANGE SALE 


When a customer is buying a new 
range she is also thinking about her 
cooking utensils. This is a good opportu- 
nity to suggest that ARMCO Stainless Steel 
cooking-ware goes well with the brand-new 
stove she is buying. 

By disptaying 
this bright new 
ware on the range, 
you will create lively interest at once. And you can tell 
your customers that the smooth gleaming surface 
will not tarnish, that food acids will not stain and 
that the hard surface stubbornly resists scratching 
and denting. Make two sales instead of one. 


Every piece of this cooking-ware is fashioned of 
genuine ARMCO Stainless Steel and bears the well- 
known sales-quickening ARMCO label. Every day you 
put off inquiring about this fast-selling ware costs 
you money; so write now for complete price and 
merchandising information. The American Rolling 
Mill Company, 1771 Curtis Street, Middletown, Ohio. 


STAINLESS STEEL 
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The Amazing New 
NEVER-LIFT 
Automatic Speed Iron 


The iron that is sweeping America 
with the most dramatic sales-proved 
story ever told. At $12.50 it's break- 


ing all sales records. 


AMERICA’S GREATEST 
TOASTER VALUES 


NEW PROCTOR DOUBLE 
AUTOMATIC $9.98. With 
4-piece $5.95 tray set only 
$12.95, a $15.90 value. 


30-Day Money-Back Trial Offer 
3-Year Guarantee 


Advertised in Saturday Evening 
Post and Biggest Newspaper Iron 
Campaign yet released. 


Illustrated: Single Automatic $3.95. 
With tray set $7.95, a $9.90 value. 


Proctor Turn-O-Matic Toaster $2.95. 


Get full details of advertising, displays, demonstrations and 
extra profit deals. 


PROCTOR ELECTRIC COMPANY 
7th & TABOR ROAD, PHILADELPHIA 


Division of Proctor & Schwartz, Inc. Established 1883 


NEW MERCHANDIS 


NOW... 


NATIONAL 
ADVERTISING 


LEFT ABOVE: Ordinary Inside Frosted Bulb Has Harmful, Dazzling 
Clare Spot at Center! RIGHT: Now Wabash Superlite Glows Gently, 
Evenly From Its Very Edges. Saves Eyes, Nerves. 


TIE-IN WITH THIS SENSATIONAL 


SUPERLITE DISPLAY DEAL! 


It’s the deal that created a sensation in the electric lamp 
business . . . a complete Light Conditioning Department 
for your store in less than 14 sq. ft. of floor space! 
Includes Free wire display stand; Free electric bulb 
lester and demonstrator; 6 extra Free 60-watt Super- 
lites. See your jobber, or write Wabash Appliance 
Corp., 335 Carroll St., Brooklyn, N. Y. 


Every Superlite Sales Is A Full Profit Sale With Fair Trade Protection 


WABASH SUPERLITE 


THE MODERN LIGHT CONDITIONING BULB 
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WESTINGHOUSE Ironer 


Westinghouse Electrical & Mfg. Co., Mans- 
O. 


eld, 


Model: 1940 Emperor, BE-3. 
Selling Features: New “rocker” device 


shuttles roll back and forth under 
shoe giving clothes a “tailored” ap- 
pearance; roll 7 in. diam., 26 in. 
long, turns 64 times a min., 2 com- 
pletely open ends; foot pedal control 
frees both hands ; automatic tilt switch 
control panel with pilot light is con- 
cealed when not in use, and automati- 
cally turns current off when pressed 
flush into cabinet; finger-tip control 
lever directs 3 ironing actions—hand- 
iron, continuous rotary and pressing 
action; knee control operates shoe and 
roll; foot pedal stops roll instantly; 
emergency release lever resets auto- 
matically; divided 1475 watts element 
with thermostatic control at both 
ends; new shoe design gives more 
ironing surface; porcelain enamel 
duo-coated shoe back; streamlined 
cabinet duo-coated with white porce- 
loid; cabinet ends drop down to form 
extension shelves; lap board forms 
shelf in front of operator; 4 h.p. 
Westinghouse motor.—Electrical Mer- 
chandising, October, 1939. 


v 


BRIGHT STAR Flashlight 
Bright Star Battery Co., Clifton, N. J. 


Model: “Junior Flashlight of To- 


morrow.” 


Selling Features: Small enough to fit 


lady’s handbag; plastic case avail- 
able in 4 colors—ivory, red, light 
green and blue; unbreakable lens; 
removable switch; prefocused lamp. 


Price: 99¢—Electrical Merchandising, 


October, 1939. 


M-B Heating Pads 


Manning, Bowman & Co., Meriden, Conn. 
Models: San Carlos, 


Carlsbad, Biarritz, 
San Remo. 


Selling Features: San Carlos has 4 


thermostats—l set to maintain low 
temperature of 125-135 degs. F.; 
medium thermostat of 150-160, the 
other 2 thermostats are set to main- 
tain high temperature of 180-190, 
each acts as check on other to pre- 
vent overheating. All other M-B 
heating pads operate on 25, 40 and 
65 watts for low, medium and high 
heat; all models have 3-heat switch 
in cord; thermostatically protected 
against overheating; Nichrome ele- 
ment on pliable asbestos core and 
covered with 3 braids of asbestos 
yarn; non-radio interference; 12x15 
in. San Carlos apricot and peach 
chenille cover. 


OCTOBER, 


Price: San Carlos $6.95; Carls 


Every p! 
trice 
Carlsbad green rubberized) elec 
down cover; Biarritz cellar and rep 
peach eiderdown cover; San Re 
dusty rose, coral or white che, covered 


cover; waterproof rubber enye/ 
on San Carlos, Biarritz and 
Remo. 


$2.95; Biarritz $3.95; Sar 
$4.95. — Electrical Merchandis 
October, 1939. 


v 


ROYAL Cleaners 
The P. A. Geier Co., Cleveland, 0 


Models: New K-131RX Royal 
bination offer. 

Selling Features: Combination « 
includes Royal Deluxe floor clea 
K-131 and Royal hand cleaner | 
“for less than the price of 
Floor cleaner equipped with 3-; 
tion metal covered motor-driven 
volving brush; headlights; Cor 
self-lubricating bearings; nozzle 
justment. 

Hand cleaner, equipped with 
position motor driven revolving bru: 
streamline design. 

Price: Both cleaners $39.95.—Ele:: 
cal Merchandising, October, 1939 


v 


DURO Water Heaters 
The Duro Co., Dayton, O 
Device: Automatic water heaters. 
Selling Features: Equipped with du 
heating units—one in top half of tat 
for rapid recuperation after heavy | 
water demands; full wattage is us 
in each unit when it is on duty, 
automatic interlocking thermos 
control prevents both units from oper 
ating at same time; for 2-rate sen 
off peak service can be furnishe 
with separate connections to wu 
and lower heating units; a ma 
operated tumbler switch control 
upper heating unit can also be fur 
nished if desired; available in 30, 5 
and 80 gal. capacities with wattag 
of 1€00, 1500 and 2000.—Elecin 
Merchandising, October, 1939. 
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Every phase of 
electrical maintenance 
and repair work 
covered in this NEW 


5 volumes 
of practical 
how-to-do-it information 


Every man concerned with the care and 
repair of electrical machinery should 
have these practical books, with their 
helpful tables, diagrams, data, methods 
ind kinks. Every one of the five volumes 
is jammed to the covers with sound, 
how-to-do-it information—the kind you 
have to have when anything goes wrong. 
Liberal use has been made of practical 
data and practice in repair shops so as 
to combine the good features of a library 
of methods with handbook information 
covering these methods. 


ELECTRICAL 
MAINTENANCE 
AND REPAIR 
LIBRARY 


2042 pages, 1721 illustrations 
and diagrams 


These books show you how to 


install all types of motor and generator 
units; 

locate breaks in armature windings and 
do a workmanlike job of rewinding; 
know just what is wrong with an elec- 
trical machine and take charge of in- 
stallation and maintenance work: 
make accurate tests of switchboards 
and apparatus and correctly balance 
the power with the load; 

handle every sort of wiring job: 

show competence, whether it be 
use of a Stillson wrench or a 
stone bridge 


in the 
Wheat- 


New Trouble-shooting book 


Now, in addition to four well-known practi- 
eal books on all details of testing, connecting, 

vinding, installing and maintaining electri- 
eal machinery, the Library includes Stafford's 
Troubles of Electrical Equipment, a new 
hook full of helpful maintenance informa- 
tion, special trouble-shooting charts, expla- 
nation of symptoms and causes of machinery 
roubles, specific remedies, ete. This revi 
brary gives you the ability to handle 
ger jobs with surety of results 


10 days’ examination 
Easy monthly payments 


We want you to examine this Library for 10 days. 
If you don’t want them at the end of that time, there’s 
nh obligation to keep them. On the other hand, if you 
decide you want the help these books can give, start 

small monthly payments then, and in a short time 
the books are yours, right while you have been using 
them. Send the coupon today. 


EXAMINATION COUPON 


MeGraw-Hill Book Co., Inc., 

330 W. 42nd St., New York, N. Y. 

Send me Electrical Maintenance and Repair Library, 5 
volumes, for 10 days’ examination if I find the 
books satisfactory, I will send you $1.00 in 10 days, 
and $2.90 a month until £15.00 has been paid. Other- 
wise I will return the books postpaid 

Signature . 


‘ity and State 


Firm or Employer 
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BRIGGS & STRATTON 
QUIZ CONTEST BEING 
JUDGED 


MILWAUKEE, WIS.—Five judges, at 
their meeting in Chicago, made selections 
of the winners in the Briggs & Stratton 
Farmer “Quiz” Contest. 

The judges were: J. KR. Bohnen, execu- 
tive secretary, American Washer & 
Ironer Mfrs. Assn.; Kirk Fox, editor, 
Successful Farming; Graham Patterson, 
publisher, The Farm Journal and 
Farmer’s Wife; Ray Yarnell, editor, 


Capper’s Farmer, and Rivers Peterson, | 


managing director, National Retail Hard- 
ware Association. 

The entries selected by the judges are 
now being checked to be sure they qualify 
according to the rules of the Contest— 
first, to be sure the Contestants are actu- 
ally living in farm houses that are not 
using connected highline electric service 
—and second, to verify the dealers’ signa- 
tures on these entries, and to confirm that 
they were signed by bona fide washing 
machine dealers. 


As rapidly as the state prize-winners | 


are determined, their prizes are being 
awarded. At the same time a check for 
$25 is being sent to each of the dealers 
whose signatures appeared on the entries 
of the state prize-winners. 

When this is completed, the 5 grand 
prize-winners will be announced and their 
prize money sent to them, and the addi- 
tional prize money that goes to the deal- 
ers who signed these entries will also be 
awarded. 

At that time the names of the winners 
in the Contest, and the names of the win- 
ning dealers will be announced, and a 
notification sent to every person who 
entered the contest. 

The Briggs & Stratton Farmer “Quiz” 
Contest was advertised in four leading 
national farm papers in June and July— 
as well as in trade papers—and is said to 
be one of the most spectacular and un- 
usual contests of its kind ever held. 

The Contest was exclusive for farm 
people, with 53 prizes offered, valued at 
$6,500. In addition, there is $2,200 in 
cash prize money to go to those washing 
machine dealers who signed the entries 
that won in the Consumer Contest. 

The objective in this campaign was to 
sell gas-powered washers—by bringing to 
the 5,400,000 U. S. farmers who do not 
have high-line electric service a realiza- 
tion that they do not need electricity to 
enjoy the conveniences and economy of 
owning a power washer—that gasoline- 
powered washers were exactly the same 
as electric models in every detail except 
the motor—that there is no need to wait 
for electricity because a gas washer, pur- 
chased now, can be made into an electric 
model, easily and quickly, at little cost, 
at any time in the future. 

And the campaign has demonstrated to 
dealers what a huge, profitable market 
there is among farm people for gas- 
powered washers—first, because of a 
greater need for power washers on farms 
—second, because of the low point of 
saturation, less competition, and because 
farm sales are clean sales without trade- 


ns. 


General Household to Vacate 
Factory 


CHICAGO—The factory occupied by 
General Household Utilities Company, 
2638 N. Pulaski Road, Chicago, will 
be vacated October 14 by that company. 
It has been sold by the Stewart-Warner 
Corporation to a newly formed organ- 
ization called the Associated Industrial 
Realty Corporation, at a price reported 
to be around $350,000. General House- 
hold, which leased the plant, had occu- 
pied it since 1933. 


A teaser ad showing a cut of an | 
electric roaster was used recently by | 
H. E. Saviers & Son of Reno, Nevada | 


to their larger and | 


to call attention 
detailed advertisement of this appliance 
on another page of the newspaper. 
The offer covered 20 Westinghouse 
roasters with table attachments for 
$25, on terms. 


1939 


ELECTRIC SAFETY — Worth many 
times the price of any washer in pre- 
venting serious wringer accidents. 
Adds Electric-Stop Safety to me- 
chanical release. Voss alone hes it 


SUDS WASHING — Sales are easy 
when you show how the exclusive 
Floating Washing Action draws rich 
top suds into clothes 480 times per 
minute. Voss alone has it 


MAGNIFY PROFITS 


To the many housewives most washers look alike and 
work alike. That means shopping for price, and low 
price means little profit for you. 

Every housewife appreciates VOSS features when 
demonstrated. VOSS demonstration clinches sales— 


and healthy profits for VOSS Dealers. 


Write for VOSS Demonstration Plan 
MODEL WS MODEL LM 


DAVENPORT, IOWA 


ILLUSTRATED 


A distinctive Faries lamp for the 
executive's desk — suitable for 
the finest office, and offers the 
utmost in effective restful light- 
ing. 


ONE OF 200 MODELS—Faries 
lamps for every portable light- 
ing requirement in office, store 
or factory. Leaders in style and 
lighting efficiency for 59 years. 


GET THIS CATALOG 


A complete, fully illustrated reference to lamps 
for every requirement—from the President's office 
to the shipping clerk’s desk, the factory, or the 
showroom. Send for the Faries catalog—use it to 
sell more lamps. 


FARIES MFG. CO. 


S. ROBERT SCHWARTZ DIV. No. 2213 
1002 E. Grand Ave. Decatur, Ill. Guardeman 
om 
0. 
4 7 Indirect No. 156! 
Natural Light Desk Lamp Executive 
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Silent Stoux HEATER 


Fast BECOMING | 
| Ginericas Favorite 


Streamlined for Sales! 
Engineered For 
Economical Heating! 


it's surprising how many more — 
ye can make with this 

ned, low console model Silent Sioux 
‘on Heater on display. Not only does it 
attract immediate attention, but it offers 
so many advanced, exclusive features, it's 
easy to close each sale. its double-drum 
construction, syncronized oil and draft 
control, and floor tine heat distribution, 
represent just a few of those outstanding 
improvements. Then its design is exactly 
what America wants to-day. Low, long, 
and not too - modern to the 


ath degree. 

There are still many 
Dealers- profitable Silent Sioux 
Distributors franchises available. 


Write to-day for de- 
Write To-day the complete 
Sile oux tine. 

for Free Folder, is The Pre- 
view". See these new models, including 
| the new Silent Sioux Automatic Air Con- 
| ditioning Oif Burning Furnace Unit, pot 
type furnace burner, automatic storage 

type water heater, etc. America’s most 

line—made by one of America’s 

oil burner manufacturers. Write 

“Bold Only Thru independent 


SILENT BURNER 


ORANGE CITY IOWA 
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STATISTICAL BAROMETER 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


ELECTRIC WASHERS 


With one exception, the August, 1939, 
volume of housesold electric washing 
machines, totaling 123,167 units, was the 
highest of any month in the past two 
years—the exception being May, 1939, 
when the industry sold 141,908 electric 
washers. According to the American 
Washer & Ironer Manufacturers’ Asso- 
ciation, the August volume, representing 
a unit gain of 7.89% over August last 
year, has extended the eight months’ 
volume 33.98% above the same period of 
1938, while the dollar volume due to the 
somewhat lower prices obtained in 1939 
represents a gain of 5.19% for August 
and a gain of 28.27% for the eight months 
period. 

Comparing the eight months of 1939 
with corresponding sales of 1937 and 
1936, the two highest years in the in- 
dustry’ s history, unit sales show respec- 
tive decreases of 19.54% and 15.42%— 
but an increase of 9.31% over the same 
period of 1935, the third highest year in 
electric washers. 


Aug. 1939......... . 123,167 washers 
Aug. 1938.............. 114,158 washers 
8 Mos. 1939............. 897 ,584 washers 

Saturation, January 1939—13,481,180 


homes, or 57.56% of total wired homes. 
Electric Washer Sales, by Price 


Classifications 
Aver. 
Retail % to 
Units Price Total 
Below $40.00 
8 Mos. 1939 64,523 $36.13 7.19 
8 Mos. 1938 61,931 $36.52 9.24 
£40 to $49.99 
8 Mos. 1939 162,016 $47.24 18.05 
8 Mos. 1938 106,025 $48.13 15.83 
$50 to $69.99 
8 Mos. 1939 435,792 $62.68 48.55 
8 Mos. 1938 289,738 $63.45 43.25 
$70 and Over 
8 Mos. 1939 235,253 $102.01 26.21 
8 Mos. 1938 212,260 $103.86 31.68 
Total 
8 Mos. 1939 897,584 $68.30 100% 
8 Mos. 1938 669,954 $71.34 100% 


GAS ENGINE WASHERS 


Although unit sales of gas engine 
washers fell 39.15% in August below the 
1938 comparative, the month’s volume 
showed a gain of 9.17% over July unit 
sales and compared favorably with other 
months of 1939. As a result of the 
August decrease, the eight months’ busi- 
ness declined 2.04% from the same period 
of 1938. It is also noted from the reports 
of the American Washer & Ironer Manu- 
facturers’ Association that the unit 
volume of the eight months of 1939 makes 
a poor contrast with corresponding sales 
of 1937-1936-1935, being 43.38% under 
Jan.-Aug. 1937; 48.56% under Jan.-Aug. 
1936, and 42.86% under Jan.-Aug. 1935. 


Aug. 1939...... 9,130 gas washers 

15 ,005 gas washers 

8 Mos. 1939..... 73,590 gas washers 

REFRIGERATORS 

In percentage of unit increase the 


August volume of household electric 
refrigerators, as reported by the Edison 
Electric Institute on the basis of NEMA 
shipments, advanced 1.91% ahead of 
August 1938. Thus the eight months’ 
volume, totaling 1,673,206 units, not only 
stands 51.69% ahead of the comparable 
business of last year but is higher by over 
80,000 refrigerators than the full year’s 
volume of 1935. Contrasting the eight 
months’ volume with corresponding sales 
of other high years, we find 1939 17.14% 
below 1937 and 4.58% below 1936 (the 
two highest years of the industry), but 


OCTOBER, 


22.15% ahead of 1935, the third high yea; 


of the business. 


94,734 refrigerators 
A ug. ee 92 ,956 refrige rators 
8 Mos. 1939........ 1,673,206 refrigerato 


8 Mos. 1938........ 1,103 ,007 refrigerators 


Saturation, January 1939—12,101,0H 
homes, or 51.67% of total wired home: 


From additional information, con riled 
by NEMA and covering the first eigh: 
months of 1939-1938, it is apparent tha 
the 6 to 6.99 cu. ft. sized model, long tly 
most popular size with the public, 
making rapid inroads into the bulk of the 
refrigerator business. As illustrated jin 
the following table, the 6 to 6.99 cu. { 
model which last year accounted fo; 
44.53% of the total business this year 
took 58.27% of the volume, while the ; 
to 5.99 c.f. model, the next most popular 
size, represented 23.72% of last year's 
volume but dropped to 19.99% this year 
In other words, whereas last year the 
six ft. box was in twice the demand oj 
the five ft. size, this year the popularity 
of that model has proved three times as 
great. 


Refrigerator Sales by Sizes of Boxes 
(NEMA only) 


8 Mos. 8 Mos. Unit 

1939 1938 Change 

% % % 
Chest Size...... .09 17 —20.6 
Upto 499 cu.ft. 12.09 15.84 +1061 
5to 5.99 cu.ft. 19.99 23.72 +29.02 
6to 6.99 cu.ft. 58.27 44:53 +100. 
7to 7.99 cuft. 3.10 1004  —52.74 
Sto 999cuft. 6.15 5.12 +83.78 
10 to 12.99 cu.ft. 15 25 —6§.42 
13 cu-ft. and over 16 — 23.38 
Total 100% 100% +53.11 

RANGES 


Contrary to the normal seasonal trend. 
which invariably shows a drop in August 
from July, sales of household electri 
ranges in August as renorted by range 
members of the National Electrica! 
Manufacturers Association were over 
5,300 units or 27.85% in excess of the 
July volume. The August volume wa: 
likewise 27.75% higher than unit sales oi 
August 1938, while the eight months 
business is ahead of comparable sales of 
last year by 16.26%. 


Aug. 1988............... 19,864 ranges 
8 Mos. 1939.............. 214,563 ranges 

Saturation, January 1939—2,250,170 


homes, or 9.61% of total wired homes. 


VACUUM CLEANERS 


Advancing 1.40% over corresponding 
sales of last year, the August volume ot! 
household electric floor cleaners was re- 
ported at 74,333 units by the Vacuum 
Cleaner Manufacturers’ Association. The 
comparable gain for hand cleaners was 
29.10%. 

For the eight months’ period, floor 
cleaners are up 7.17%, but hand cleaners 
are trailing 2.89% behind the eight 
months’ volume of last year. A compari- 
son of the eight months’ business with 
that of other years is as follows: versus 
1937, floor cleaners are down 22.04%, 
hand cleaners down 40.19% ; versus 19356, 
floor cleaners —3.37%, hand cleaners, 
—12.43%. 


Aug. 1939....... ba 333 floor cleaners and 
22,268 hand cleaners 

Aug. 1988...... 73,309 floor cleaners and 
17,248 hand cleaners 

8 Mos. 1939..... 696 ,705 floor cleaners and 
182,838 hand cleaners 

8 Mos. 1938..... 650,106 floor cleaners ani 
188,289 hand cleaners 
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IRONERS 


1939—11,467,460 


With August sales short by 591 ironers, 
ye month’s decrease amounted to 4.93% 

om August a year ago, but notwith- 
aati ng the decrease the eight months’ 

jume has maintained a slight lead of 
‘8% wer the comparable unit volume of 
st year. It is further indicated in the 
\ugust report of the American Washer & 
jroner Manufacturers’ Association that 
though the portable lower-priced models 
«counted for 26.25% of the month’s vol- 
me compared with 11.04% in August 
1938, the prices obtained were considerably 
hetter in 1939 than in 1938—the average 
orice of a portable model being $25.70 in 
\ugust 1939 compared with $22.14 a year 
wo. The better price situation also 
affected the more expensive ironers, show- 
ing $1.24 advance per average $50-$69.99 
model and a $4.00 advance per average 
s)-and-Over model. Nevertheless, be- 
ause of the large volume done in the 
sortable models, the retail dollar volume 
f August is down 12.84%, compared 
vith the unit decline of 4.93%, against 
the same sales of August 1938. 

In contrast with other years, unit sales 
f ironers are 44.28% under 1937 and 
40% under 1936 for the first eight months 
f the year. 


11,386 ironers 
§ Mos. 1939. . ..... 71,654 ironers 


ROASTERS 


Electric roaster progress continued 
good throughout August. Not only was 
the unit volume 28.41% higher than that 
f August 1938 but the dollar volume 
at manufacturers’ prices) showed a rise 
ff 42.38%. This latter increase was due 
to the advance in average price, amount- 
ng to $1.22 per roaster, which resulted 
from the increased demand for the large 
sized roaster, capacity “over 15 quarts.” 
From figures compiled by the National 
Electrical Manufacturers’ Association it 
s indicated that the “Over 15 Quart” 
sized roaster showed a gain in unit sales 
f 87.29% over August 1938, while the 
unit volume of the “11 to 15 Quart” size 
leclined 80.52%, and the “7 to 10 Quart” 
size fell 1.48%. 

; In reviewing sales of electric roasters 
for the eight months of 1939, given below, 
it will be seen that the gains in the small 
and large sized models have been at the 
expense of the medium sized model. 

While the large size shows a unit gain of 
41.35% and the small size a_ unit gain of 
13.63%, the medium size is 76.98% below 
or runs only about a quarter as high as 
in the same period of 1938. For the eight 
months, the total unit gain amounts to 
5 25%—with the dollar volume up 10.14%. 


Aug. 1939..... 22,736 roasters, valued at 
$283 ,311 

Aug. 1938..... 17,706 roasters, valued at 
$198 ,982 

110,789 roasters, valued at 
$1,300 ,672 

105 ,258 roasters, valued at 
$1,180,932 


Roaster Sales, by Sizes of Models 
8 Mos. 8 Mos. Q% 
1939 1938 Change 
7 to 10 quarts 


Units. ... 12,563 
$106,323 


Units. ... 6,794 


8 Mos. 1939.... 
8 Mos. 1938... . 


11,056 +13.63 
$97,863 + 8.64 


29,519 —76.98 
$297,972 —74.84 


64,683 +41.35 

a Val. $1,119,372 $785,097 +42.58 
ota 

Units. . 0,789 105,258 + 5.25 

Mfrs. Val. $1, 300.672 $1,180,932 +10.14 


WATER HEATERS 


It is indicated in NEMA compilations 
that manufacturers sold a total of 6,262 
household electric water heaters, storage 
type, in August 1939, compared with 
5,408 in August 1938. This represents a 
gain of 15.79% for the month, and runs 
the eight months’ volume up to 60,869 


91,432 
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units for 1939 compared with 42,383 for 
1938—an increase of 43.62%. 


ere 6,262 water heaters 

8 Mos. 1939......... 60,869 water heaters 

8 Mos. 1938......... 42,383 water heaters 
|. E. S. LAMPS 


A nine months’ report on LE.S. Base 
Tags issued, prepared by the Electrical 
Testing Laboratories, indicates in- 
crease of 13.03% for 1939 over 1938. 


9 Mos. 1939..... 418,128 I.E.S. Base Tag: 
9 Mos. 1938..... 367,242 I.E.S. Base Tags 


Total LE.S. Base Tags issued up to 
September 1, 1939—4,223,529. 


RETAIL CREDIT SURVEY 


Electrical appliance retailers are af- 
forded a basis for determining their credit 
policies through the guide provided by the 
recently completed “Retail Credit Survey, 
1938,” compiled under Dr. Wilford White 
by the Marketing Research Division of 
the Bureau of Foreign and Domestic 
Commerce. This report, devoting a spe- 
cial section to credit practices prevailing 
among household appliance stores of the 
country, not only analyzes sales collections 
and bad debt loss experiences of identical 
stores in 1937-1938, but includes a spe- 
cial study of instalment terms offered by 
household appliance and other types of 
retailers. 

Copies of the “Retail Credit Survey, 
1938” are available through the Superin- 
tendent of Documents, Washington, D. C. 
at twenty cents a copy. Included in the 
report are 40 miscellaneous illustrations, 
together with five charts showing the 
monthly trend of instalment sales over 
the past three years. 


According to the survey, total 1938 
sales of household appliance stores, in- 
cluding the retail business of a large 
number of public utilities, declined 37.7% 
from 1937. Time payment sales of the 
same group of stores dropped an addi- 
tional 1.9%, or 39.6% under the 1937 
instalment business, while cash sales ad- 
vanced 2.4% over 1937. One important 
fact developed through the survey is that 
time payment sales constituted 68.5% of 
the total business of household appliance 
stores in 1938, against 70.7% of the total 
1937 volume. 

Open credit sales, which were 21% 
of the total sales of the average house- 
hold appliance store in 1938, decreased 
38.1% from 1937 while the cash volume in 
1938 showed the smallest amount of de- 
cline of 19.4%, with the average propor- 
tion of cash sales advancing from 8.2% 
of total sales in 1937 to 10.6% in 1938. 

Despite the fact that instalment sales 
of household appliance stores fell off in 
1938, it is revealed in the survey that 
household appliance stores have the most 
liberal credit policy of all trades selling 
appliances. This is illustrated through 
a comparison of terms offered on identical 
products by the various trades, including 
department and furniture stores, for Janu- 
ary 1939. 

Further data in the survey indicates 
that the instalment losses of household 
appliance stores are relatively large in 
comparison with the losses taken by other 
types of retailers featuring deferred pay- 
ment selling. It is said that one ex- 
planation of this may be that the small 
down payments and long term contracts 
on appliances frequently do not protect 
the seller sufficiently to cover the unpaid 
balance if payments are stopped. The 
opposite is reported true in the automobile 
trade where the highest down payments 
prevail and either new or used car con- 
tracts are paid out in less time than is 
permitted on a refrigerator or electric 
range. Actual figures illustrating this 
point and showing the percentage of 
bad debts to instalment sales incurred by 
the various types of retailers is given as 
follows: 


Percentage of Bad Debts to Instalment Sales 
1 


938 1937 

7 

Household Appliance Stores 3.56 2.08 
Automobile Retailers....... 42 .23 
Department Stores......... 1.13 81 
Furniture Stores........... 1.46 1.38 
Hardware Stores........... 1.36 .92 
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Are You Looking 


for Something 
Add Year Round 
VOLUME and 


PROFIT 


>) Why Not Sell Planned Kitchens ? 


@ YOU HAVE ALREADY WON the confidence of the world’s greatest buyer—Mrs. 
America. You have supplied her with a modern refrigerator, range, washer, ironer 
and other appliances. Now, complete the job. Supply her with a planned kitchen. 


THE VITAL CHOICE: WHAT LINE? Nationally advertised St. Charles steel cabinets of 
course! Steel is what women want. Steel is sanitary, beautiful, durable. 


ST. CHARLES STEEL KITCHEN CABINETS are the product of a company specializing 
in the manufacture of steel kitchen cabinets, possessing a nation-wide sales 
supervisory staff maintaining regular contact with dealers—giving the close 
co-operation so essential in this business. St. Charles cabinets come in two 
complete lines— Master and Leader—each of utmost flexibility. Each represents 
the finest styling and construction in its price class. They offer year ’round sales 
possibilities, practically no service problem, attractive profit margins, and 
generous financing help through C.1I.T. and F.H.A. 


GET THE FEEL OF THIS VAST NEW FIELD by first selling St. Charles UNI-BILT 
package kitchens. They are standard combinations of our Leader Line cabinets, 


St. Charles Master Line Kitchen— 


114” St. Charles Uni-Bilt Kitchen 


They may be easily set up and connected 
between breakfast and dinner. After 
placing a few of these, you will find it 
simple to plan and sell the more elabo- 
rate U and L kitchens. 


GET THE COMPLETE PROFIT STORY of this 
new opportunity. Send for specimen set 
of sales literature and outline of dealer 
plan. No obligation. Mail coupon today. 


r St. Charles Manufacturing Co. | 
St. Charles, Illinois 

You may mail me without obligation in- 

| formation about St. Charles Kitchen Cabinets 


: and details of your dealer plan. 

| 

| Nam 

| 
Address 

City State 


St Charles £eet Kitchen Cabinets 


ST. CHARLES MANUFACTURING CO., ST. 


. 


CHARLES, ILLINOIS 
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i Curtis Line Assures Greater 
 §ales and Profit Possibilities 


HE addition of the Curtis Refrigerated Store 

and Office Cooler to the Curtis line makes 
it even more attractive than ever. It opens up 
a great new market that makes possible new 
sales and profits. 


All classes of retail establishments—stores, 
offices, banks, etc., are demanding air con- 
ditioning now. You can fulfill this demand 
with Curtis’ complete, factory designed, pack- 
aged air conditioning unit. It mechanically 
cools, dehumidifies, circulates and filters the 
air—adaptable for heating—easily and 

quickly installed— 
3 and 5 ton sizes. 


The Curtis line of 
condensing units 
includes sizes from 
1/6 to 30 H. P., air 
and water cooled. 
There's a Curtis model for every refrigeration 
and air conditioning requirement — also unit 
coolers, coils, evaporative condensers, etc., pre- 
cision engineered to deliver economical, efficient, 
care-free performance. 


Curtis Store and Office Cooler 
3 and 5 tom sizes 


If you're interested in profits, in increasing 
your sales, write to Curtis for complete infor- 
mation today. 


CURTIS REFRIGERATING MACHINE CO. 


Division of Curtis Manufacturing Company 
1975 Kienlen Avenue 


48 Air Cooled Units 
45 Water Cooled Units 


“TOPHET FOR HEAT” 
“PROFIT WITH TOPHET™ 
MEATING DEVICE NO BETTER THAW 
WIRE WHICH FORMS ITS ELEMENTS 


Section of Our Exhibit 
At the New York World’s Fair of 


OUISTANDING WORLD’S PAIRS: 
HEATING APPLIANCES. WITH 


HEATING ELEMENTS 


WILBUR B. DRIVER CO. 
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Men Can Cook 


CONTINUED FROM PAGE [9 
such as could be hung appropriately in 
the office alongside of the hole-in-one 
certificate and mounted fish and other 
trophies, were prepared for the mas- 
culine and the membership 
gained by leaps and bounds. 

A jeweler qualified for the honor 
with an anchovy omelet. An under- 
taker entered fried shrimp, an auto- 
mobile man cooked hush puppies and 
fish, and a casket manufacturer en- 
tered a mixture of spaghetti and 
bologna—all for the benefit of the 
photographer who made their pictures 
for the newspaper advertising. 

The photographer himself was 
initiated into the ancient and honor- 
able order after he had cooked a 
platter of barbecued chicken. Some 
fun, eh? 

The men had struck a blow for 
freedom of the kitchen, and threw cau- 


cooks, 


The man who started the organization of 


he-men Gentlemen Cooks, F. J. Lacey, 
advertising manager of the Tampa Elec- 
tric Company. 


tion to the winds. They permitted the 
electric company to print and distrib- 
ute their prize recipes, and some of 
the bolder ones even demonstrated 
their cooking ability before audiences 
of women in the company’s Leisure 


House, its modernized demonstration 
kitchen. 
Their ancient and honorable order 


was legally incorporated, made nation- 
wide in scope, and a number of famed 
gourmets and chefs were invited into 
honorary membership. Aprons with 
suspenders and trouser legs with a 
chef’s cap were adopted as the official 
uniform. 

Lacey hasn't had time to check on 
sales results of the campaign, but he’s 
certain they are colossal. At least the 
sale of electric ranges for the months 
the campaign has been running is way 
ahead of last year. 

“The main thing it does,” he ex- 
plained, “is to break down that mascu- 
line resistance against buying an elec- 
tric range for the wife. Now we've 
got the men wanting to cook elec- 
trically as well as the women.” 


All the advertising emphasized, of 


course, that men 
electric ranges. 


can cook best on 


OCTOBER, 


INDEX TO ADVERTISERS 


OCTOBER 1939 


Alter Co., Harry. . 
Aluminum Co. of America 
American Rolling Mill Co 
American Tel. & Tel. Co. . 
Apex Rotarex Corp. 


Inside Front Cover 


Black & Decker Electric Co 56 
Blackstone Mfg. Co. 63 
Briggs & Stratton Corp 18 
Vitreous Enamel Prod- 
uct 67 
Curtis Refrigerating Machine 
Ca. .. 74 
Driver Co., 74 
Driver-Harris 
du Pont de Nemours & Co., 
I. 65 
Easy Washing Machine Corp... 
37, 38, 39, 40 
Edison General Electric Appli- 
Electric Vacuum Cleaner Co... 47 
Fairies Mfg. Co., S. Robert- 
Schwartz Div. 
Frigidaire Division, General Mo- 
tors Sales Corp. 28 
Geier Co., The P. A 48 
General Electric Co. 
22, 30, 31, 45, 58 
Gibson Electric 
49 
Gilmer Co., L 75 
Hoover Company, The 25 
Horton Mfg. Co 64 
Hoskins Mfg. Co 35 
Jesse Co., Inc., The 75 
Landers, Frary & Clark. . 53 


Lovell Mfg. Co.. 


McGraw-Hill Book Ce., Inc 
Magic-Aire, Inc. 
Maytag Co., The. 


Noblitt-Sparks Industries, Inc 
Orangeville Mfg. Co 


Parts, Services & Accessories... 
Polachek, Z. H... 
Proctor Electric Co. 


Re New Sweeper Co... 
Rittenhouse Co., Inc., A. E..... 


St. Charles Manufacturing Co. . 

Searchlight Section .. 

Seth Thomas Clocks, Div. 
eral Time Inst. Corp 

Silent Sioux Oil Burner Corp.... 

Sunlight Electrical Div. General 
Motors Corp. 


iv. Gen- 


Voss Bros. Mfg. Co 


Wabash Appliance Corp. 
Warren Tele 
Westclox Div. of General Time 
Inst. Corp. 
Westinghouse Elec. & ies Co. 
Where to Buy. 
Wiegand Co., Edwin L.. 
Wilcolator Co. 


‘Back Cc 


Inside Back Cover 


70 
34 


68 
60 
75 
over 


\ 
Part 


1.00 
charge $4. 
face type. 
as line. 
ment is n 

secutive 


SI 


Electric Mi: 
types and s 
cleaner 
cialty 

be assemb!) 
nstall the o 
Write for 
Lafayette 


}UBBER UPI 
HAND 
TRUCE 


SAFEGUAR 
Your Profi 


ORANGEVI 
TRUCKS for 
ding efrigers 
mages, radios, 
vib patented « 
rubber 
wavenient sizes 
ORANG 
Manufacturers 
range’ 


hir Conditi 


sories 


Electr 
330 W. 4: 


PO! 
A 
tributor 
full line) c 
we, Have 
ry represet 
nd experie! 
operati« 

1otion. 

Merch 
York 


SALES MA! 
Manager 
ance depart 
trieal depa 
handising 
ance deale! 
epartment 
lesiring ch 
handising, 


MANUFA 
wants at 
articular! 
n Electric 

trical Mer 
hicago, I 


ing month 


1939—ELECTRICAL MERCHANDISING 


ELECT 


52 
} 69 
5! 
= 
~ 
St. Louis, Mo. — . Bronches: Ne 
Find 
. : 9 does 
| 
4 | | 
21 
61 
50 
| 59 
: | Month to | 
| 


Over 


G 


WHERE TO BUY 


& Accessories 


| Parts, Services 


UNDISPLAYED RATE: 
$1.00 per line per insertion. Minimum 
charge $4.00. (First line in small black 
face type.) Fractions of a line count 
as @ line. Discount of 10% if full pay- 
ment is made in advance for 4 con- 
secutive insertions of undisplayed ads. 


$11.00 per inch per insertion. Contract 


DISPLAYED RATE: 


rate on request. (An advertising inch 
is measured vertically %” on one 
column. There are 4 columns—48 
inches to a page.) 


SPECIALTIES 


Electric Mangle Pads and Covers 

types and sizes, electric heating pads, 
gum cleaner bags—all types. Ohio Tex- 
Specialty Co., W. 54 St., Cleveland, O. 

Eureka Switch Replacement 

» be assembled in half the time it took 
nstall the original switch as low as 15 | 
Write for particulars. Arc Mfg. Co., | 
lafayette Ave., Brooklyn, N. Y. | 


RUBBER UPHOLSTERED 


SAFEGUARD 
Your Profits! 


te ORANGEVILLE 
TRUCKS for han- 
ding = refrigerators, 
mages, radios, kitchen cabinets, ete. Only truck 
vib patented quick change ratchet nose. Com 
pitely rubber upholstered througheut. Several 

prices 


wavenient sizes. Descriptive circular and 


request. 

ORANGEVILLE MFG. CO. 
Manufacturers lete line of Floor Trucks 
Orangeville (Col. Co.) Penna. 


tir Conditioning and Refrigeration 
Supplies and Equipment 
Stocks Lowest Prices Speedy Service 
Send for Big Free Catalog = 
HARRY ALTER CO. 
1728 South Michigan Avenue, Chicago 
Bronches: New York, Detroit, Cleveland, St. Lovis 


Find what you are looking for? If 
this or other advertising in this issue 
does not supply the information 


Une 


Write TODAY to Re-New 
Co., Detroit, Michi- 
‘or new illustrated cata- 
‘'ogs of vacuum cleaner parts 


nd cleaners. 


1 wanted, of parts, services and acces- 
sories, write 


| 
Electrical Merchandising 
330 W. 42nd St., New York, N. Y. | 


USE OUR NEW CATALOG “F” AS A 
SALES AID (136 x 11”) 


4531 ITEMS 2911 ILLUSTRATIONS 
Vacuum Cleaner Parts—Shop Tools— 


Belts—tron Parts—Grease and Oil 
This Valuable Catalog Shows You:— 


What to charge for Motor Repairs. 
What to charge for Rebuilding Cleaners. 
parts for related makes. 
Retail prices with “your cost in cade.” 
Copies Limited—Act Promptly— 
Write Today 


The Jesse Company, Inc. 
2440 W. North Ave. Chicago, Ill. 


SEARCHLIGHT 


SECTION 


“OPPORTUNITIES” 
SALES EMPLOYMENT 
BUSINESS — MERCHANDISE 


RATE: IS CENTS A WORD, UNDISPLAYED. SEE LAST ISSUE FOR DETAILS 


POSITIONS WANTED 
SENERAL AND SALES MANAGER for dis- 
tributor of radios, electrical appliances 
full line) coverings, oil heaters and furni- 
we. Have had retail, wholesale and fac- 
ty representation experience. Am qualified 
nd experienced to manage all distributor- 
hip operations including buying, selling and 
romotion. Now employed PW-554, Elec- 
trical Merchandising, 330 W. 42nd St., New 

N. Y 


SALES MANAGER OR SUPERVISOR. Now 
Manager Buyer department store appli- 
ence department. Five year’s Utility Elec- 
tieal department, six years Utility Mer- 
handising department and two years appli- 


dealer store experience previous to 
‘partment store. Very good reason for 
lesiring change. PW-555, Electrical Mer- 


handising, 330 W. 42nd St., New York, N. Y. 


Long Established Electrical Manufacturer 
CLOSING OUT 
ELECTRIC APPLIANCE LINES 


Offers complete tools, jigs, fixtures 
and drawings for manufacturing mod- 
ern line of electric heating and circu- 


lating fans for residence, office and 
institutional use. 
Recently announced and marketed 


successfully. Approved by Underwriters 
Laboratories. 


Excellent opportunity for specialty 


SELLING 
OPPORTUNITIES 


OFFERED—WANTED 
Selling Agencies—Sales 
AAAI nes 


OPPORTUNITY WANTED 


MANUFACTURERS REPRESENTATIVE 
Wants additional line for Southern States 
Particularly Louisiana, Texas. Good cliental 
‘n Electrical, Hardware, etc. RA-556, Elec- 
nical Merchandising, 520 N. Michigan Ave., 
hicago, TI. 


NEW ADVERTISEMENTS 


Copy must be received by the 30th of the 
Month to appear in the issue out the follow- 


turer. Priced exceptionally low. 


ALSO tools for line of automotive 
electric replacement parts—ammeters, 
cutouts, switches, etc. 

Write on company letterhead for 
illustrated bulletin and equipment list. 
Give Bank reference. 


Address Manufacturer, 


Box 907 Meriden, Connecticut 


PATENT YOUR IDEA 


Pat. Off. records searched 
Invention or Trade Mark 


for ANY 


ing month. 
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Window Recipes 


CONTINUED FROM PAGE 9 


with a system of his own for future 
use. There is a full collection of 
block letters, for instance, which has 
a place on the shelving for itself. 
Artificial flowers in great variety 
make possible the use of striking floral 
displays in the appropriate season for 
the particular flower to be in bloom. 
Because the store does not carry table 
ornaments, he makes a point of pick- 
ing these up when he sees something 
of unusual design and of these he has 
a choice selection at hand so that a 
living room setting can be completed 
in all artistic detail. Columns, stands 
and pedestals, once prepared, are put 
aside for later use in some other con- 
nection. Bits of stage scenery, such 
as a group of birch trees, a flower 
bed or a modernistic home are stored 
away for recombination in some other 
setting, when they will look new. 
Many of his properties are similar 
to those used in the movies. For 
snow scenes, for instance, he makes 
use of the bleached cornflakes which 
Hollywood has made familiar. <A 
composition tiling, much like linoleum, 
comes in brick sizes and this can be 
laid to represent a pavement or walk. 
Mats of artificial grass are convenient 
for outdoor scenes. In many cases, 
the black filler cloth which covers 
walls and ceiling also is used to cover 
the floor. This has body, is dull in 
surface and so completely blocks out 
the surface which it covers, and it is 
the same on both sides, making for 
economy of yardage and longer use. 
One of his hobbies is to keep fold- 
ers on every possible subject into 
which he stuffs illustrations from any 
source which later may help to give 


an authentic detail of costume, or 
color, or background. Here are en- 
velopes on “Mexico”, “Old Age”, 


“Snow Scenes”, “Gardening”, “Chil- 
dren”, “China”, etc., covering almost 
every subject under the sun. They 
contain photographs, advertisements, 
newspaper clippings, decorated menu 
cards, magazine illustrations—in fact 
anything which happened to come 
under Mr. Johnson’s hands for which 
he could imagine a later possible use. 
These folders become invaluable when 
a special window is under considera- 
tion. Suppose, for instance, that a 
Mexican scene is desired. Here is 
the necessary information on what the 
houses should look like, how the peons 
should dress, what vegetation is ap- 
propriate, how a donkey is saddled 
and how he looks loaded with pottery 
jars. Such a complete collection as 
this, is, of course, the product of years 
of casual collecting, but any window 
display artist can make a good begin- 
ning by a short session of going 
through old magazines, Sunday sup- 
plements and postcards and therafter 
keeping this interest in mind as illus- 
trated material passes through his 
hands. 

“The rental value of a building is 
determined by the street traffic which 
goes by it”, (or words to that effect) 
reads a card in Mr. Johnson’s office. 


There it is, the complete Belt Mer- 
chandiser! Displays the belts, adver- 
tises the belts, measures and identifies 
the wanted size. An efficient, effective 
silent salesman that takes up little 
space, but packs a wallop. Meet the Belt 
Merchandiser closer up. It consists of: 


The Gilmer “Handimeter”—a slide- 

@ rule type of measurer, as easy to use 

as it is accurate. Measures instantly any 

V-belt brought in, up to 75“ long and be- 

tween 34" and 34" wide—the majority of 
all belts for small drives. 


2 The “Eye-ful” Tower —a circular 
@ stand, 15“ in diameter at the base 
by 3214” high, with eight hooks accommo- 
dating 70 belts, and giving them good 
display from any angle. Atop the tower, a 
high-visibility display sign, on back of 
which is a perpetual inventory record form. 


K 4 35 fast-selling Gilmer belts for 
@ refrigerators and other appliances. 


NOW SELL MORE BELTS! This go- 
getting Merchandiser comes complete 
in carton, 35 Gilmer belts hanging on 
hooks, ready to set up on counter—and 
sell. Does practically everything ex- 
cept ring up the sale! Oh, yes—included 
is one copy of “America’s Belt Bible,” 
the complete Gilmer catalog, and a 
window display signin colors. 


L. H. GILMER CO. 
Tacony, Philadelphia 


Send me complete Gilmer ‘'Eye-ful” 
Tower assortment. Bill me $19.36 through your 
nearest jobber. 


NAME 


ADDRESS. 
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Editor's Blast Launches 
Dishwasher Campaign 


DISGRUNTLED editor of Oak 

Leaves, the journal of public 
opinion in Oak Park, Illinois, forced 
probably by his family’s vacation to 
do his own cooking, let loose a wail 
for a’ dishwashing machine in his 
issue of July 13. “If men can invent 
machines to set type, to count, to 
calculate, and the marvelous automo- 
bile engines, then he can if he is in- 
terested invent a real dishwashing 
machine,” wrote the scribe. 

Che result was a deluge of letters 
kidding the pants off of Ye Editor, 
even writing poetry on the subject. 

Down at Edison General Electric 
Appliance Company in Chicago, M. H. 
Beekman, manager of the kitchen sani- 
tation sales division, hustled over pub- 
licity photographs to the paper and the 
Public Service Company of Northern 
Illinois, which serves Oak Park, has 
launched a campaign in that city to 
prove good and plenty to its custom- 
ers that the Oak Leaves editor, ‘ike 
Rip Van Winkle, has been slumbering 
pleasantly while the dishwasher has 
been perfected. Public Service Com- 
pany’s campaign is said to be one of 
the first utility campaigns conducted 
on the dishwasher in the United 
States. 


Electric Cooking Costs Less 
Than Range Salesmen Think 


AST year when the campaign em- 
phasizing that “Electric Cooking 
Costs Less Than You Think” was 
on in Portland, Ore., the Portland 
General Electric Company invited 
dealer salesmen handling electric 
ranges to a general meeting. As part 
of the program they asked these 
men, specialists in the electrical field 
all of them, to write down what they 
thought the average cooking bill for 
a family of four persons would be at 
Portland rates. The collected answers 
proved most enlightening, for not one 
in five came anywhere near the cor- 
rect figure. The rest were all of them 
high. In some cases, in fact, the esti- 
mate went as far wide as $1 or more, 
which, in a city where the average 
cooking bill is $1.80, was pretty bad. 


The stunt had two immediate re- 
sults: it convinced the salesmen as 
nothing else could of this economy of 
electric cooking, and it gave them an 
excellent story to tell their customers 
in proof of the fact. As further am- 
munition the power company made up 
a booklet of reproductions of simple 
cooking bills. These were actual repro- 
ductions made with the consent of the 
respective customers, and showed the 
bill of a family before installation of 
an electric range and then the bill 
of that same family for the corre- 
sponding month a year later after the 
electric range had been in operation. 
Each salesman was provided with 
about a dozen of these double records 
from families in all parts of town. No 
attempt was made to choose instances 
of particularly economical operation, 
the only requirement of selection be- 
ing that the average of all bills in- 
cluded should come to approximately 
the same figure as the average for the 
entire system. Armed with the knowl- 
edge of their own misconception as to 
costs, the salesmen made excellent 
use of this ammunition. 


Speaking Dog Draws 
Prospects 


NOVEL method of attracting 

attention to his store and the 
appliances which he has for sale is 
the speaking dog which is used by 
Victor Sanders of the Sanders Elec- 
tric Company, Albuquerque, N. M. 
This is a large model of a fox terrier 
with alert ears and cocked head which 
is placed directly in front of the en- 
trance way to his store. As people 
pass by, the dog makes appropriate 
remarks, obviously impromptu and 
not furnished by any mechanical rec- 
ord. The effect is startling and easily 
attracts a crowd. Or it may bring 
the interested customer into the store 
to learn how the thing operates and, 
incidentally, to follow out the injunc- 
tion of inquiring into the appliances 
on sale. The operation is not at all 
mysterious when it is understood, for 
the voice comes from a loud speaker 
concealed in the form of the dog, 
which is connected to a microphone 
within the store. Mr. Sanders own 
happy facility for capping the occa- 
sion with an appropriate comment in- 
sures the success of the device. 
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